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If the Production calls for color... 


CALL FOR 


DPriheceler 


Lifelike Color in Every Scene 


NEW YORK 


TRafalgar 6-1120 


HOLLYWOOD 
—_—: HOllywood 9-3961 





IT’S THE SENSATION OF THE FILM INDUSTRY 
Here's why: 


Complete Optical 
> 04 a on gua of ovin tones, food and package and Special Effects 
identification is easier with Pathecolor. 


D> Now pastels can be reproduced in thrilling realism. Facilities! 


> Fast Pathecolor film speed permits simpler, lower cost lighting. . 


Pathé has the finest equipment and 
: technicians available for special effect 
> Pathe speed on negative reports and dailies can’t be beat...anywhere. work on black and white or color film. 


B You don't need special camera equipment with versatile Pathécolor. 


No matter how difficult or complicated 
your problems in this respect may be... 


When you buy Pathécolor, you buy the nation’s finest production facilities. Pathé can help you. Call either Pathé 
Laboratory for immediate attention. 


> Pathé printing and processing speed is the talk of the industry. 


See a 16 or 35mm Pathécolor demonstration reel. 
You'll never forget it! 


CALL OR WRITE — 
Palhé UBORATORIES - NEW YORK 105 East 106th Street, TRafalgar 6-1120 
Pclhé ABORATORIES - HOLLYWOOD 6823 Santa Monica Blvd., HOllywood 9-3961 


Pralhé \aboratories, inc., is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 
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EXPERIENCE 
IN MARKETING 


CREATIVE 
CRAFTSMEN 


3. 


DELIVERY 
AS PROMISED 


CARAVEL FILMS 


INCORPORATED 
730 FIFTH AVENUE 
TELEPHOWE CIRCLE 7-6111 





THREE REASONS WHY CARAVEL-PRODUCED 
SLIDE-FILMS YIELD IMPORTANT RESULTS... 








In recent years, Caravel has produced slide-films for over 40 major 
companies — used mainly in direct sales presentations, promotion, and 
sales training. Again and again, our clients tell us of impressive results 
obtained from these films. 

We think we know the reasons: 


Caravel executives are trained to think in terms of the real marketing problems 
confronting the client, and Caravel scripts are tailor-made to meet those problems. 


Resulting in comments like this one from Towle Silversmiths: 


“—a top-quality job —we are proud to show it to our dealers.” 


Caravel’s creative production staff knows how to emphasize the key ideas that 
the client wants to get across. Thus, Towmotor Corporation writes of a Caravel- 


produced slide-film: 


“I want to compliment you . . . congratulations are especially due for the 
photography and art-work . . . enthusiastic acclaim.” 


Caravel's technicians set and keep schedules that enable the client to show the 
film at the optimum time for his marketing needs. Calvert Distillers is a case 
in point: 
“Working for you are some fine people with a high sense of responsibility . . . 
To each individual craftsman who helped us reach the deadline intact, my 


admiration and warm thanks.” 


If you use slide-films as a sales tool, you will be interested in seeing some 
of Caravel’s productions. With the permission of our clients, we will be glad 
to arrange a showing for you, without charge or obligation. 





FREE. e « write 


for the new 

Caravel brochure, 

THE MOTION PICTURE 
AS A SALES TOOL. 


° NEW YORK 

















Features like these make Filmosound the 
leader— Reverse Switch, Still Picture Clutch 


FOOLPROOF CONTROLS. The magnetic sound recording system of Bell & Howell's 


Filmosound 202 allows you to add your own sound right on the film while picture is 
projected, All you do is turn a knob, speak your piece, flick a switch . . . that’s how 
simple it is to record and play back! The Filmosound is packed with features that 
make magnetic recording on film as easy as tape recording. Its wide acceptance in the 
audio-visual field is your proof that experience leads to Bell & Howell! 


VERSATILITY AT YOUR FINGER Tires 
Recording and playing magnvtic sound 
are but a notch apart on the sound selec- 


tor knob. Turn clockwise for optical sound 


movies. Sound and silent operating speeds. 


SOUND “EDITOR” WORKS LIKE THIS. Want to re-record 


@auwras 
the entire script? Change a single word? Set switch on reverse 


. *¢ . W rite jor free bo 
(left), run film back to any given point and make revisions. Still 


et,“Tips on Making Your Own Magnetic Sound Movies.” 


ok! 
picture clutch (right) stops mechanism on single frame, permits Bell 1 lowell ses pip gn Road 
perfect synchronization of sound. thicago 45, Illinois 
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NEW YORK 
385 Madison Ave. 


*DETROIT 
4925 Cadieux Road 


Holiday greetings: 





To the readers of this page; CLEVELAND © 
1010 Euclid Bldg. 
To our clients — past, present and future; 
*HOLLYWOOD 


: ‘ : ‘ - 5981 Venice Blvd. 
To our competitors in the rich field of visual media; 


To men of good will everywhere. ST. LOUIS 
4378 Lindeil Blvd. 


To all a Happy New Year! 


CINCINNATI 
Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


*Studio Facilities 


WILDING 


PICTURE PRODUCTIONS, INC. 


| MOTION PICTURES + SLIDE FILMS -« TELEVISION FILMS 
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PROJECTORS 


BEST... 
for the 
Years to Come 


A comparison of design and construction 
features TSI— 
DeVrylite as the most advanced 16 mm. 
sound projector on the market today. 


immediately stamps the 


In simplicity of design . . . in compactness 
. in ease of operation... 


performance . . 


in top-flight 
. this projector has long 
been the leader in its fleld. it is unexcelled 
for brilliance, clarity and steadiness of 
screen images, and has natural rich tonal 


quality and high fidelity of sound. 


Now in the hands of Technical Service, Inc., 
manufacturers of the famous TSI “Suitcase” 
Projectors, the DeVrylite reputation will be 
further strengthened. Combined experience 
and facilities guarantee the highest quality 
in every unit. An efficient and expanding 
organization assures the finest service that 
can be offered by any projector manvu- 
facturer. 


Best for today .. . best for the future 

the TSi—DeVrylite will continue to be the 
big value in portable 16 mm. projectors. A 
ttew brochure offers you the full details. 
We'll be happy to send you a copy. 


Technical 
\nh”| Service 
Incorporated 


Dept. C 
30865 Five Mile Road 
PLYMOUTH, MICHIGAN, U.S.A. 
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practically 
every 16mm produ 
in the western 
hemisphere is 


of 
byron 


byron produd¢tion services 


script__t—— titling 
animation location photography 
sound stage music library 
onting——__ recording 
color-correct* prints complete black-and-white laboratory facilities 
art sound effects 


8-hour service : : 
if required When you want the best quality and service 


use swift, economical Byron production facilities! 
Visit our studios, discuss your plans with us, 


or ask for our illustrated brochure and price list. 


by ron Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 


* Reg. U.S. Patent Office 





550 Fifth Avenue, New York 36, N.Y. C/rcle 5-8188 
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The maze —o/ details involved in expert film processing presents no problem at Preci- 
sion. Skilled technicians, exclusive equipment, and expert research groups team up constantly 
to keep performance at the highest possible level. Precision-processed film is recognized by 
industry leaders producers, directors, cameramen —as the finest in the field. 


Just one example of advanced film printing methods is the individual Printing Control Strip 
technique —available only at Precision. This Strip permits complete printing control without 
notching or altering the original film in any way—and may be filed for later precise duplication. 


In everything there is one best...in film processing, it’s Precision. 








A division of J. A. Maurer, Ine. 


BUSINESS SCREEN MAGAZINE 














Pe eee eeeeeeenemn™ 


a \ 


~ 


=—s eee ee er or Se ee ee SS EE SE SS EE ee ee ey 


\\\ 











} 
| 


! What a difference skill makes! 


| Columbia’s slide film records are made with a skill that just Columbia works hand in hand with slide film producers 
can’t be matched. everywhere, offering the fastest and most complete service in 


Columbia’s skill—from initial planning to the final pressing the business. 
of the record—makes it a whale of a lot easier for you as a Call any member of Columbia’s new sales team for facts on 
] slide film producer to sell your product. our new slide film “package’”’ rates. 


COLUMBIA TRANSCRIPTIONS 4 Division of Columbia Records Inc., originator of the modern long playing record 


NEW YORK—799 Seventh Avenue, CI 5-7300 CHICAGO—410 North Michigan Avenue HOLLYWOOD —8723 Alden Drive 
Gil McKean, Director. Al Shulman, Nat’l. Sales Mgr. WHitehall 4-6000. Jerry Ellis, Manager CRestview 6-1034. Al Wheeler, Manager 


‘"Colembte’’ Reg, T. M. U. 8, Pat. OF. Maren Registrede 
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ScoTcH TRACK 


BRAND 


Magnetic Ao) Laminate 





FILM LABORATORIES, INC. 


Formerly McGeary-Smith Laboratories, Incorporated 


1905 Fairview Ave., N.E., Washington 2, D.C. Telephone Lawrence 6-4634 


Editing ® Processing ®@ Printing @® RCA Sound Recording @ Capital Film Studios 












‘ca VALUE OF INDUSTRIAL FILMS has been 
apparent to industry for over four decades 
and their faith in this medium has increased as 
the years have passed. In 1923, telephone films 
were seen by perhaps a few million people, thanks 
to their acceptance by neighborhood theaters on 
a free-loan basis. Last year, 1953, our film dis- 
tribution reached 126,234,000 people, about 52,- 
000,000 of this total by television. This does not 
include attendance figure for films used for 
employee training. 

Everyone will agree ,that the use of films for 
indoctrination and training by the Army and 
Navy during 1942 to “45 gave a tremendous 
impetus to the use of training motion pictures. 


More Learning and at Less Cost 


During the first World War, the Army had 
made some 60 odd information films and the 
Navy a half-dozen or so. Two years after Pearl 
Harbor, the Army had 1,250 reels of film in 
production. During the three and one-half years 
of the war, the Navy produced 1,100 motion pic- 
tures averaging two reels each. The Navy made 
more than 1,300,000 prints during the war 
about ten per cent in Kodachrome. The armed 
services placed tremendous value on the motion 
picture as a communications tool, not only to the 
G.1.’s and sailors. but to the top brass as well. 

The Joint New Weapons Committee of the 
Joint Chiefs of Staff decided shortly after Pearl 
Harbor that motion pictures were the most effec- 
tive means of disclosing new weapons and equip- 
ment to the Joint Chiefs of Staff so that the Chiefs 
could quickly grasp the technical details of the 
operation of new equipment and weapons—see 
them in action and evaluate their tactical uses. 
Every secret weapon designed for the invasion of 
Normandy was filmed under simulated invasion 
conditions and several weeks before D-day every 
commander was well acquainted with the opera- 
tion, fire power and hazards of such weapons 
as the Reddy-Fox, DD-tanks, Woofus and Porcu- 
pine (rocket boats), Apex radio controlled de- 
molition boats and guided missiles. Unquestion- 
ably, the services proved to industry that training 
and motivation can be done by motion pictures 
generally more effectively and at less cost than 
any other way. 


When Should Business Use Films? 


This may make it understandable as to why 
the number of motion picture producers in- 
Many 
had been writing, directing or shooting these 
knew their effective- 
ness and felt confident that business men would 


creased by the hundreds after the war. 
very Army and Navy films 


awaken to the value of films in industry. 

But to the business executive who enters the 
field of motion pictures, many critical considera- 
When should he think 


in terms of a motion picture? Whenever the 


tions await an answer. 


idea he wants to communicate can be done by 
audio-visual means more effectively than any 
other way—and there will be sufficient time 
before the subject becomes obsolete for the film 
to reach the audience that will justify its cost. 
Some films may be useful for ten years or more 
others, such as films introducing a new line of 
motor cars, may serve their purpose and be 
obsolete within a few weeks. 

Management must think of a film as a business 
tool. If it can effectively do the job for which 
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On More Effective 
Films for Business 


by H. L. Vanderford 
Film Production Manager 


American Telephone & Telegraph Co 


it was made and do it at a reasonable cost pet 
viewer, it is a sound investment regardless of its 
life span. 

\ film should only be considered when there 
is sufficient budget available to make it a good 
film. $5.000 may do a good job in one instance, 
but $100,000 may be needed to do a good job 


in another case. 
Four Objectives for the Screen 


Non-theatrical films have four objectives. One 
type of sponsored film is to entertain with a 
sponsor's objective good will. The other three 
objectives are referred to in my company as the 
three I's. To inform, to instruct and to inspire. 
In other words, to inform— ell about new tech- 
niques, new services, new products—the history 
or future plans of the company. To instruct—to 
train employees in new job techniques—or in- 
struct the public as well as employees in safe 
driving, health or telephone courtesy, 

To inspire—to motivate employees to do a 
better job—have pride in their work and their 
company——to win public approval of a company’s 
policies or to create the desire to buy a new prod- 


uct. 
What Technique Should We Employ? 


With an idea suitable for film treatment and a 
potential audience to justify cost, what technique 
shall be employed? 

The photoplay technique is expensive, for it 
calls for professional casts, live sound and 
dialogue. It may, however, be the best way to 
get audience interest and acceptance and com- 
municate the idea. 

Most common is the narrative technique. The 
film is shot silent and the off-screen narration 
and music is added later. It is one of the least 
expensive types of films. Travelogues and news 
reels frequently take this format. 

Films may use stop motion, marionettes, car- 
toon animation or technical animation. High 
speed photography can reveal what happens to 
a bubble when it bursts-——and time-lapse photog- 
raphy can show the growtth of a seed into a 
beautiful flower within less thar -a minute. The 
choice of technique will become apparent after 
research and conferences with a script writer 
crystalize the idea to be communicated and the 
objectives of the film. 


Get the Idea Into Their Minds 


But these techniques are after all merely the 
physical symbols by which we gain interest, stir 
the imagination, convey the content to the eyes 
and ears of the audience. In themselves they 


*an abetract of Mr Vanderford's introductory remarks 4a 
Moderator of the Motion Picture Workshop panel sponsored by 
National Visual Presentation Asen., Hotel Biltmore, New Yort 
City Nov 16, 1054 


mean little. Our film depends for its success 
on the extent to which these techniques transmit 
the content to the mind of its audience. If it 
achieves this goal and is well made technically, it 
can claim to be a good picture. 

The question of which comes first, the pro- 
ducer or the writer is really not a difheult one. 

There are times when management may select 
a producer because of his demonstrated ability 
to make a good film similar to the one they have 
in mind. If that producer has a staff writer that 
is competent, they will use the producer's writer. 

On other occasions, perhaps uncertainty as to 
the best film technique to use may make it desir- 
able to employ a free-lance writer——-get an accept- 
able script and then choose the producer that 
appears to be best equipped or skilled in the 
technique called for in the seript, 

If, for example, there is a considerable amount 
of technical animation needed, a producer with 
such a staff of animators might be preferable to 
one that would have to subcontract the animation, 


Pretesting for Audience Kffect 


Pretesting the script in story board, slidefilm 
form with recorded sound is a useful technique. 
It is an attempt to measure the effectiveness of 
the script on test audiences before going into 
actual shooting. It may disclose sequences that 
are not clear or create unfavorable reactions 
toward the company——-boomerang effects that 
may otherwise be undetected and mean costly 
revisions later. 

The importance of the director is well known. 
His skill and careful planning can save produc- 
tion dollars. His interpretation of the seript can 
add believability and distinction to the film. He 
must be able to work with a client as well as the 
cast and crew. In other words, he must be good. 

And finally there is distribution, Most public 
relations films are viewed on request and the 
content may determine the type and size of the 
potential audience, 


Factors Involved in Distribution 


The cost of distribution varies greatly. If a 
specific type audience must be reached, the dis- 
tribution cost may equal or exceed the production 
cost of the film, Non-theatrical distributors op- 
erate on a national scale. Their charges vary 
from about one-half a cent to ten cents per viewer. 

| believe that the Department of Agric ulture, 
which pioneered in the use of films, once ex- 
pressed its faith in the motion picture medium 
like this: 

“The most difficult undertakng is to recreate, 
in the mind of another, the idea that seems so 
clear and complete in your own mind. 

“The spoken word is impermanent and inexact. 

“The printed word is more permanent but 
inexact, 

“The camera is clear, detailed but static. 

“With the motion picture camera the audience 
can be shown motion, the whole or the part, the 
before. the now, the later on—all in a moment 
on the sereen in their most enlightening juxta- 
position. 

“Add the opportunity to reproduce speech, and 
then combine with it the recreation of mood 
through music, lighting and sound effects and 
we have potentially the most useful method of 
education yet created.” Oh 





WHY BUY THE 
EW VICTOR 


lémm SOUND MOTION PICTURE 
PROJECTOR 


Because of 


VICTOR’S: 
1 


QUALITY 
Superior Sound and Picture 


2 
EASY 1-2-3 OPERATION 
3-Spot Threading 
3 
FILM SAFETY 
Exclusive Safety Film Trips 


TROUBLE-FREEK PERFORMANCE 
Lubrimatic Oil System 


5 
PORTABILITY AND MODEL SELECTION: 
Classmate 4— for small audiences 
Assembly 10 — for medium-sized audiences 


Sovereign 25 — for large audiences 


% VICTOR, 
( Crimate yiaph (. pn tation 


Dept. L-12 DAVENPORT, IOWA, U.S. A. 


QUALITY MOTION PICTURE EQUIPMENT SINCE 1910 





Standards for Effective Films 
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HE 20th CENTURY has come 

to be known as the century 
of “ages.” We refer to it as the 
iron age, the machine age, the 
atomic age. | think it must also be 
called the age of measurement for 
there is hardly a thing we do today 
that is not the result of measure- 
ment, often precise, exacting meas- 
urement, 


Auto Makers Look to Facts 


The modern automobile manu- 
facturer would not think of placing 
upon the market a car whose design 
and manufacture was not based 
on the most exacting measurements 
and tests. He knows what his car 
can do and the public would not 
accept nor would they purchase a 
car that was offered on any other 
basis. 

Or look if you will at the field 
of medicine. A new drug is de- 
veloped and placed upon the mar- 
ket. Is it put there on the basis of 
its physical appearance or its color 
or the fact that it makes the patient 
laugh or cry or feel good? Not at 
all! It is offered to the public only 
alter it has been subjected to long 
and exacting tests, on guinea pigs 
if you will, to be sure that its effect 
is the one desired, to be sure that 
the physical manifestations are not 
purely surface deep and that the 
new drug is not at the same time 
causing an undesirable effect in 


some other area 


Evaluations or Faith? 

Let us return to the motion pic 
ture and hold it up against the 
measuring stick of the modern age 
and see just exactly what we know 
about its accomplishments. Do we 
make and distribute films knowing 
what they will do for us? Have we 
tested them, evaluated them or do 
we use them largely on faith? 

Let’s look at a few types of films. 
First the training film or “nuts and 
bolts” film. As a result of use by 
the Armed Forces in World War I! 
rather startling claims were made 
regarding increased speed of learn- 
ing and increased retention. Since 
then, a number of studies have 
been made by various universities 
to evaluate the worth of films in 
training. 

Quite a bit has been done to de- 
termine the value of the training 
film. You can actually check pro- 
from r *ratt's talk the Motion Picture 


Workshop ted b 0 National Visual 
York City 


Hi. 


Pratt, Jr. 


Telephone & Telegraph Company* 


duction—its quantity and quality 
and compare with results obtained 
by other training methods. The sales 
film might fall in this same cate- 
gory. We can measure effectiveness 
by means of increased sales and 
revenues. 

And yet in both of these cate- 
gories there are many by-products 
that the film may create that we 
know very little about. If the sales 
film sells more products, it is as- 
sumed to be successful but what 
does the public think of the com- 
pany or the industry as a whole? 

If the training film accomplishes 
an increase in learning, greater 
quantity, better quality and less 
cost, are we satisfied or should we 
also be very much interested in 
what the employee thinks of the 
company giving the information or 


its policies? 


How Are Attitudes Affected? 

And then there’s the huge area 
of attitudes. We call it public re- 
lations or customer relations. Hun- 
dreds of thousands of dollars are 
spent by industry each year to pro- 
duce hundreds of films designed to 
change attitudes and opinions for 
the purpose of improving relations 
with the public. Are these films 
accomplishing their purpose and if 
we say “Yes,” is it based on statis- 
tically reliable measurement or on 
comments and personal opinions? 
If it is opinion, whose opinion ? If 
it is the opinion of the sponsor who 
paid for the film or the producer 
who made the film, is the judge- 
ment completely without bias? Has 
the audience for which the film was 
made been asked for its opinion? 
And if it was, was the opinion with 
reference to the primary objectives 
of the film? For example, if a 
motion picture is designed to show 
the company as a good citizen in 
the community, comments about 
how enjoyable the film was, how 
interesting or entertaining, would 
tell us nothing about the real value 
or effectiveness of the film. 


A Goal for Communicators 

I like to refer to a statement by 
Ken Kendall appearing in the jour- 
nal of the SMPTE for May, 1952 in 
which he says that in this present 
day of human engineering in which 
communications is so essential, we 
must do more than to be satisfied 
with merely bringing the message 
to the point of impact on mans’ 
(CONTINUED ON PAGE TWELVE) 
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Time was when shipping crates were heavy, awkward, 
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and costly. Today they are being replaced by light, strong, 
corrugated containers ...an important development presented 

in a new film, “Designed to Go Places,” produced 

for International Paper Co. 
In the picture, this great change is dramatized by showing 
the amusing shipping room antics of silent era comedians in 
flickering black and white ...in sharp contrast to the smooth color 
sequences depicting how corrugated containers speed the 


flow of commerce in the modern world. 
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PEERLESS 


Reconditioning of Prints 
for Film Libraries 


Can be done one at a time, ten at a time, 
any number at a time according to your 


needs and convenience. 


Among the prints in your Film Library, there 
are undoubtedly some which, through hard, 
frequent usage have been damaged — with 
the result that the impact of your message on 


audiences may be seriously diminished. 


Our many years of experience in the protec- 
tion, preservation and reconditioning of film 
can profitably serve you in prolonging the 
useful life of your prints. 


Peerless Re-Conditioning services include: 


INSPECTION 
REPAIRS FOOTAGE REPLACEMENTS 
SCRATCH REMOVAL REHUMIDIFICATION 


“PEERLESS TREATMENT” TO RESIST FUTURE DAMAGE. 


CLEANING 


We can also cut your costs by reducing or eliminating 
the need for replacement footage or whole replace- 


ment prints. 
Get Longer Life for Your Prints! 


Cost? Surprisingly low! Write for Price List. 


KERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 
































| MEASURED FILMS: 


(CONTINUED FROM PRECEDING PAGE) 
senses. To achieve our objectives, 
we must insure that the message 
is absorbed so that it will result 
in some action by the recipient. 
The usual measuring sticks that 
have been used in evaluating the- 
atrical productions for years are 
not enough in industrial films. “Box 
office” in theatrical releases depends 
on entertainment values. There is 
no need for recollection. in fact. 
as Mr. Kendall says, it would be 
better if the picture were forgotten 
for then the audience may go to 


see it again. 
What Is Its Aim? 


The industrial motion picture 
has a special aim. It may be to 
instruct, to inform or to inspire. 
None of these purposes are worth 
anything unless the film causes some 
form of activity. Passive acceptance 
will never prove in the money spent. 
Unless we determine the extent to 
which industrial motion pictures 
are accomplishing these aims, we 
are operating, in my opinion, on 
a base that can never stand up 
where we have to prove in the 
value of our product against other 
media. We must make our films 
on the basis of scientific evaluation. 
I do not think it sound to continue 


on the basis of faith alone. Ld 


* y oa 


Regional Organization of TV 
Film Directors Association Aim 


* Another organizational meeting 
of the National Association of Tele- 
vision Film Directors was held at 
the Statler Hotel in Boston, Mass. 
on November 30th. 

Since the membership drive was 
started over 80 TV stations in the 
United States have now become 
members. It was decided to break 
the United States down into 17 
regions exactly as the NARTB has 
its districts since it was felt that this 
was an excellent breakdown for 
areas; it also would be possible in 
many cases for the film directors to 
meet along with their station man- 
agers at the same time as_ the 
NARTB district meet. 

The selection of regional chair 
men was accomplished by a careful 
study of the return of questionnaires 
along with the applications for 
membership that were received 
from all of the stations. Many sig- 
fied their willingness to serve as 
chairmen and some sent accompany- 
ing letters to that effect. 

With this as a start, geographical 
locations were also considered to 
expedite the formation, without re- 
gard to size or type of station. Those 


who were asked to serve were in- 
formed it was only a temporary 
appointment as the New England 
group does not want to dictate pol- 
icy for the whole country. As each 
region is formed up to strength it 
will select its own regional chairman 
by majority vote. 


* + * 


NAVA Western Conference Set 
for April 15-16 in Los Angeles 

* The annual Western Conference 
of the National Audio-Visual Asso- 
ciation will be held at the Biltmore 
Hotel in Los Angeles, California, on 
Friday and Saturday, April 15 and 
16, 1955, it was announced by P. 
H. Jaffarian, NAVA western re- 
gional director and president of the 
Western Audio-Visual Dealers’ As- 
sociation, the NAVA affiliate group 
in the Western states. 

The Western Conference is being 
held this year in conjunction with 
the annual convention of the De- 
partment of Audio-Visual Instruc- 
tion, NEA, which begins in the 
Biltmore Hotel on April 18. Some 
200 NAVA members from all West- 
ern states are expected to attend the 
NAVA meeting. 

A local committee to complete ar- 
rangements for the NAVA meeting 
has been formed under the chair- 
manship of Howard kK. Smith of 
Howard Smith Films, Los Angeles, 
president of the California Audio- 
Visual Education Dealers’ Associa- 
tion. The CAVEDA group will 
serve as hosts for the conference. 

Topics on the program include 
“How and What I Sell to Industry,” 
“Direct Mail Advertising for the 
Audio-Visual Dealer.’ “Building 
Your Film Library Volume,” “The 
Mutual Responsibilities of Manage- 
ment and Salesman,” and others. 


% * a” 

Fleetwood Corp. Set Up to Make 
and Supply Television Equipment 
* Former key personnel of the 
Electronics Division of Willys Mo- 
tors, Inc. have formed a new com- 
pany, called The Fleetwood Corp., 
to manufacture and supply televi- 
sion equipment for studios, remote 
and closed circuit use. It will be 
located at 1037 Custer Drive, To- 
ledo, Ohio. 

Fleetwood will produce and sell 
a complete television package, in- 
cluding both camera and transmit- 
ler, using the Fleetwood Vidicon 
camera as its basic equipment. 
Among the units being offered are 
camera chains, a mobile and com- 
pact TV remote truck, and a low- 
cost closed circuit unit for educa- 
tional institutions and industry. The 
company plans to start regional 
showings of its various products 
early in 1955. 
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RESOURCEFULNESS 


Sound Masters for 17 years has produced motion 
pictures in many fields of business and industry and for 
departments of the Government, in both peace and war. 

During that time, on location and in studio from 
coast to coast and in the far-flung corners of the world, 


LET US MAKE YOUR NEXT PICTURE 
WE HAVE A LOT OF GOOD IDEAS 








SOUND MASTERS, INC. | 


& STABUSED Wo7 165 WEST 46TH STREET, NEW YORK 36, N.Y. ee 


. 


we have faced and solved every conceivable problem of 
script and production. 

This wide and varied experience has developed a 
resourcefulness which is invaluable when applied to the 


production of either a full length feature or a TV short. 












MOTION PICTURES 
SLIDE FILMS 








The right 


screen 


ADJUSTS 
ANYWHERE 
FROM 
110° HIGH 
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New RADIANT “Educator” with full height adjustment 


For classroom or auditorium . . . with or without platform 
or stage, the Radiant Educator can be quickly set up for 
perfect visibility. A touch of the toe and the extra sturdy tripod 
legs fly open. The 70” model adjusts from only 912" from 
the floor to a height of 110” . . . and is easily adjustable to 
square sizes for slides, rectangular sizes for movies. Fully 
guaranteed for 10 years. 








The “EDUCATOR” features Radiant’s 
new, improved “perma-White” Pro- 
cessed Vyna-Flect glass beaded fab- 
rie to guarantee the most perfect 
projection possible. And this 
'yna-Flect is mildew-proof, flame- 
proof washable. 
sb 


1ANT Projection Screens 


RAD 


RADIANT MANUFACTURING CORP. © 1232 S. TALMAN © CHICAGO 8 


for the 
right job 


New RADIANT “Classroom” with full 90° viewing angle 


Projecting in lighted rooms is no longer a problem. 
The advanced design of the Radiant “Classroom” 
Screen has proven its ability to show bright, clear 
pictures under normal artificial or daytime lighting 
conditions. Doubles the efficiency of visual aid pro- 
grams .. . eliminates the need for costly room dark- 
ening equipment in most classrooms. The screen 
surface is unbreakable. 





Brilliant, clear pictures which can be seen throughout 
a full 90 viewing angle permits every student to see 
o sharp, clear picture from his own seat 

Ask for demonstration to determine whether Radiant 
“Classroom” can solve your lighted room problems 











PSSSSSSSSSSSSSS8S888888288888888888288888288 
RADIANT MFG. CORP 
1225 S$. Telmen, Chicago &, I 


Yes, I want to get full story of the two remarkable new de- 
velopments—the Radiant "Educator" and “Classroom” Screens 


Name 
Address 
City - 


| | 


Zone. State 


My dealer's name is 


| 
| 
| 
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Launch Film Series 
on Atomic Energy 


* The Atomic Industrial Forum, 
Inc., an association of more than 
200 leading industries and other 
organizations in the atomic energy 
field, has begun preparation for a 
series of public service films for 
television and general distribution 
in 1955. The films will be produced 
by Sam Orleans and Associates, 
Inc., of Knoxville and Oak Ridge, 
Tennessee, 


veteran producers of 


atomic energy films. 


First of Its Type 

The first series of this type to be 
made—covering atomic energy from 
ore mine to nucleor reactor, the 28- 
minute films will be photographed 
in 35mm Eastman color, with l6mm 
b/w prints made for distribution 
to TV outlets throughout the coun- 
try by Sterling Television Co., Inc. 
300 telecasts are anticipated in 125 
markets. 

The Orleans firm will open pro- 
duction headquarters in New York 
to film the series. The company has 
produced films for the Atomic 
Energy Commission, the U. S. Air 
Force, and 


various industrial or- 


ganizations. 


Also Available in l6mm 


The Atomic Industrial Forum is 
presenting Atomic Energy Today as 
a means of telling the public of the 
work of competitive free enterprise 
in atomic energy development. Be- 
sides their TV distribution, the films 
will also be available for general 
motion picture distribution to uni- 
versities, technical societies and film 


libraries. QR 


PHOTOSTATS 
on ACETATE 


WHITE 
BLACK 
ANY COLOR 


0 
Crear Mestate 


Another NEW addition to the 
many services offered by 


ADMASTER PRINTS, in 


AVENUE N y 
STATS PHOTOPRINTS 


SLIDES 
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EVERY 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 


V-2C -V-22C - v-250) 
For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 


lenses. 





_ Ne matter which you use... 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16" 
—two permanent needles 
on twist arm. 33'/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9 detachable speaker 
for 500-watt projector. 



























{ VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


“Change-O-Matic’" Automatic slide 
changer accommodates paper, glass, 
metal, or tape slides intermixed. 
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For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5° end 7" focal- 


length lenses available. 

















35-01 
LONG 


v-4$ — v-44s ) 





= 





VIEWTAPE 


Hi-Fi sound and picture. 
Easy to record. Easy to edit. 
Fast wind and rewind. | full 
hour on every 5" reel. Per- 
fect for schools, churches 
and industry. Accommo- 
dates any Viewlex Projector, 
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STRIP-0-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button, Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors [il- 


lustrated here with V-25C). 


QUEENS BOULEVARD 
ISLAND CITY 1, N. Y. 






























SHOW MOTION PICTURES Sight & Sound 
THIS NEW TABLE-TOP WAY 


with New GRAIG Projecto-Editor 


Table Viewer 
with large 
34” x 4)” screen 
shows movies 
large enough for 
small groups 





HE new Craig Projecto-Editor 

can be set up on a table top in 

60 seconds to show movies in bril- 

liant action——without darkening the 
room. 

Educators use the Craig Pro- 

jecto-Editor for 


before showing to larger 


previewing films 
groups. 
For editing films before showing to 
different groups. For film mainte- 
nance and repair. 

Businessmen use it as a selling 
tool to present a sales story to key 
prospects. For analyzing time and 
motion study, job training and en- 
gineering films. For film editing and 
maintenance. 

With a Craig Projecto-Editor 
you can show movies in any place 

~at any hour, Picture shows bright 
and clear on its 344" x 4%" ground 
glass screen. You can create fast or 
slow motion effects, re-run certain 
scenes repeatedly without waiting 
until you get to the end of the reel. 
You can even stop the film for 
frame by frame examination with- 
out harm to film. 


WRITE FOR ILLUSTRATED CATALOG NO. BS-12. ADDRESS CRAIG, INC. 
DIVISION OF THE KALART COMPANY, INC. + 


16 


EASY TO CARRY 
Complete unit folds into Carrying Case 
no larger than table model radio. Weighs 
only 104% pounds. UL approved 


Models for 8mm or 16mm (400' reel ca- 
pacity) complete with Carrying Case 
$79.50 


Craig Professional Unit for reels to 2000’ 
capacity. Price complete, as shown, 
$79.50. Viewer only, $49.50 


©) 1954, The Kalart Co 


KALART 


PLAINVILLE 


PROC TO fOHOR 


CONNECTICUT 


PLAINVILLE, CONN. 


Movielab Observes 25th Birthday; 
Signs Million Dollar N. Y. Lease 

* Movielab Film Laboratories, Inc. 
celebrating its 25th anniversary in 
1955, has signed a million dollar 
lease at its present location. 

After an extensive modernization 
program that will include impor- 
tant structural changes, 619 West 
Sith St.. New York will be known 
as the Movielab Building. 

Saul Jeffee, Movielab president, 
said that upon completion of the 
alterations, Movielab will be one of 
the largest and most complete in- 
dependent film laboratories in the 
country 

At the present time three floors 
are under major construction with 
devoted 


one floor exclusively to 


Fastman color processing. 
Additional 


theatre projection facilities will be 


cutting rooms plus 
made available for the convenience 
of the motion picture and _ televi 
sion industries 
” * < 

du Pont Photo Opens in Dallas 

* A new single-level office building 
and photographic warehouse will 
be opened in Dallas, Texas, Jan. 18, 
by the E. 1. 


Photo Products Department. 


du Pont Company’s 
The completely air-conditioned 
building will house offices of Paul 
H. Smith, Dallas district manager; 
W. F. Lockwood, sales supervisor; 
C. 5. Mowbray, oflice manager, and 
technical representatives. 

* * 7. 
NBC Film Exchange to House 
All Functions in New Building 
* Ground was broken in Englewood 
Cliffs, N.J., recently for the con- 
struction of a new building to house 
the National Broadcasting Company 
Film Exchange which ships 3,500 
prints a week to television stations 
throughout the world, 

“The steady increase in sales of 
NBC Film Division programs has 
made this move possible,” said Carl 
M. Stanton, division vice president. 
“The new building, tailored espe- 
cially to our needs, will make NBC 
the first network to house all of its 
New York film exchange functions 
in one place.” The combination of 
exchange and storage facilities under 
one roof will enhance efficiency by 
eliminating a big local transporta- 
tion problem, he added. 

The NBC Film Exchange services 
360 stations in the United States, its 
territories and possessions and for- 
The 3,500 prints 
handled weekly by the exchange in- 


eign countries. 


clude tv film programs syndicated 


by the NBC Film Division, NBC 
network film programs 
and kinescopes of “live” network 
shows. 


television 


The new exchange building will 
be one-story, constructed of brick 
and Briar Hill cut stone. It will be 
air-conditioned and fire-proof al- 
though only 
stored there. 

* * + 
New Magna-Stripe Department 
Announced at Byron, Inc. 
* Byron Inc. of Washington, D. C. 
announces the addition of a Magna- 
Stripe unit to their laboratory. 

The Reeves machine is the sixteen 
millimeter counterpart of the same 
system that is used on Cinemascope 


safety film will be 


productions. The system allows mag 
netic sound track to be added to 
any sixteen millimeter film, even 
films which already have an optical 
track. Narration, music, or special 
sound effects can then be added by 
user as the film is projected. 

Three types of track can be striped 
on the film: 100 mil track for regula: 
sound stock, 25 mil track for a com- 
bination of magnetic and optical, 
and a 28 mil stripe is applied to the 
opposite edge of the films for bal- 
ancing. 

Byron Roudabush, President of 
Byron Inc., announces that the lab- 
oratory is prepared to offer one day 
striping service to the trade. The 
price for any width is one and three 
quarters cents per foot. 

* * , 
Goerz American Optical Co. 
Builds Factory in Long Island 
* With its manufacturing volume 
expanded to an all-time high, the 
C. P. Goerz American Optical Com- 
pany has announced the completion 
of a new scientifically equipped fac- 
tory in Inwood, Long Island, New 
y ork, 

The company was first formed in 
1895 to act as a distribution agent 
for lenses manufactured by the par- 
ent organization, the C. P. Goerz 
Optical Works of Berlin, Germany. 
By 1899, the market for lenses was 
such that the firm began manufac- 
turing in the United States. 

Part of the company’s reputation 
was made during the two world 
wars when it manufactured motion 
picture and still photography lenses 
for all types of military 
ment. 


require- 


Today, the company is operated 
under the presidency of Dr. C. P. 
Goerz, a son of the original founder. 


* * * 
Video Pictures’ Mid-Town Office 
* Video Pictures, Inc., long-time 
operator of the studio at 510 West 
57th St.. New York, has opened 
new midtown offices at 500 Fifth 
Avenue. 
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... the entire staff at Sutherland Studio to all our clients 3 ¢- Com f 


P who have made this our merriest Christmas to date. 
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VL 404 FOURTH AVE. NEW YORK 16, NEW YORK 
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PRODUCTIONS, INC 


Motion Picture 


G& TV Film Production 


EQUIPMENT 


for all cameras 


Auricon-Pro 
Cinevoice 
Filmo Bolex 
magazine & motor 
Arriflex: 3% all 
cameras. 


Maurer 
Cine Special 
Eyerno 
Arriflex 16 
still cameras . 





A BRAND-NEW, MODERN TRIPOD 
cision engineered and designed, ruggediy 
structed for long and satisfactory service 


# SUPER-SMOOTH, {| i friet 
head 

# TELESCOPING, two positior 
for adjustability to you 
left of right hand 
cemfort and conv p 

# KNURLED comera-tight 
operated by angle years 
maximum tightening 

+ PRECISION ENGINEERED ; 
iocns for utmost n rigidity 

# SUPERB, SEASONED, s 
ished for smooth, non-sti« 
tion 

# REMOVABLE friction hee 
on beby tripod or hi-hat 

+ SPRING-BALANCED HEAD, o 


camera ovaiiabie st extra 








HEIGHT: 41” to 76” 340° pan; 90° tilt 
PINEST WORKMANSHIP AND MATERIALS 


6 YEAR UNCONDITIONAL GUARANTEE 


F & B SPLIT REELS 





TIME - SPACE 


SAVE} wear & TEAR 


ON lémm PRINTS. 


ELIMINATE COSTLY TITEWINDS 





NOW —You can Project, Edit, Inspect, 
Synchronize, Measure, Clean, and Store 
lémm films on cores, without rewinding. 


Simply open split reel, slip in film on 
core, and close reel. 


400 ft. 
800 ft. 
1200 ft. 7.0 
1600 ft. 9.00 
(Professional & Educational Discounts) 


$4.50 
6.00 


split reel—l6mm 


split reel—l6mm 
reel—l6mm 


reel—l6mm 


split 
split 





F% B USED 


Always in stock 
cameras 


EQUIPMENT 


THOUSANDS OF ITEMS 
projectors, lenses, accessories 
rewinds, splicers, synchronizers, editing, lightin 
and tlaberatery equipment AL A 
REASONABLE PRICES. We are aiweys glad to 
quote lowest posible prices for specific items 


MADE IN U.S.A. 


$135.00 
$20.00 


Available Direct or at Your Dealer 


CAMERA SLATE 


List Price 
Fibre Carrying Case 


with 
Clapsticks 








CORRECTLY DESIGNED . 
Endorsed by Leading Producers 


Model 1—Medium 9x11"" Size 
(iNustreted) 


Model 2—Learge 11x14" Size 





FACTS ABOUT F & 8B 


FEB CANNOT BE UNDERSOLD . Fas 
prices are always the lowest in the industry 
Maximum discounts cheerfully granted when 
ever possibile 


FE CARRIES A COMPLETE STOCK . 
Everything in new and used equipment for 
production, projection, processing, record 
ing, editing, distribution, etc. F&B is agent 
for all mejor menufacturers 


FEE OFFERS AN IRONCLAD GUARANTEE 
Nothing sold “as is.’ Every item sold 
carries a 100% money back guarantee 


P48 WANTS YOUR ACCOUNT. Your 
credit is good at F&8. You will receive top 
service, courtesy and reliability when you 
deal with Fas 


FLORMAN & BABB 


&@ 


70 West 45th Strect, New York 19, N.Y. 
Phone: Murray Hill 2-2928 


Cable Address — FLORBABB, N. Y. 


234 U.S. Television Stations Carry Manufacturers’ 
Weekly Newsreels as Program Begins Fifth Year 


* Industry on Parade, the 15-minute 
weekly tv newsreel film series spon- 
sored by the National Association of 
Manufacturers, began its fifth year 
on the air in October. The series is 
234 stations in the United 
States and, through the U. S. In- 
formation Agency, is seen by view- 


telecast by 


ers in 10 foreign countries. 
Inaugurated by NAM’s radio and 
television department, the first pro- 
gram was offered to stations in the 
top 50 tv markets. On October 15, 
1950, 47 stations began telecasting 
The series since has in- 
list by 400 per 
years, Industry on 
Parade covered more than 900 com- 
With an 


average of four sequences on each 


the series. 
creased its station 
cent. In four 
panies and individuals. 


program, every type of business and 
industry has been depicted, ranging 
from corporations employing 500,- 
000 to one-man shops. 


Majority on Sustaining Basis 


While the newsreel is sponsored 
in eight cities, a majority of the sta- 
tions carry it on a sustaining basis. 
The program received four consecu- 
annual Freedoms 


tive Foundation 


Awards: three honorable mentions 
and a 
blue ribbon from the New Jersey 
State Fair. 

Stations 


from Ohio State University 


carrying Industry on 
Parade report high viewer response 
to the series. Mail and telephone 
calls request further information on 
stories depicted during the telecast. 
One newly 


program, featuring a 


developed grass, prompted thou- 
sands of inquiries. 


the USIA re- 


ceives many inquiries about Ameri- 


From overseas, 
can industrial methods and products 
from those who see the program in 
Europe and South The 
American embassy in London re- 
cently ordered a print of a film 
showing an American textile firm 
which a British manufacturer had 
seen telecast via BBC. The film was 


America. 


used for showing in British depart- 
ment stores, 


Large Audience Via l6mm 

\ large secondary audience for 
Industry on Parade is reached 
through schools, public libraries, 
civic organizations and industrial 
plants. The films are shown weekly 
in 180 New England schools as well 
as other school systems throughout 
the country. 

Industry on Parade is produced 
by Arthur Lodge Productions, Inc., 
New York, under assignment from 
G. W. Johnstone, director of NAM’s 
radio-tvy department. Arthur J. 
Lodge, Jr., the producing firm’s 
president, has been producer-writer 
of the 
Robert A. Young, Jr., former Para- 
NAM’s 


series since its inception. 


mount Newsreel writer, is 
tv newsreel editor. 
* o * 

Roberts Named Columbia Executive 
* Calvin Roberts has been appointed 
aceount executive in Columbia Rec- 
ords Transcription Division. He was 
formerly with Fulton Recording Co. 


Midwest photographic industry progress was reviewed on recent Chicago 


via WBBN-TV. 
(l. to r.} Fahey Flynn 


telecast 


Sharing screen on 
commentator; Charles H. Percy 


‘This Is the Midwest’ were 


president Bell & 


Howell Company: and Thomas H. Coulter, executive officer, Chicago Asso- 


ciation of Commerce. Program is 


sponsored by Harris Trust and Savings 


| Bank and seen throughout metropolitan area. 
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ON THE COLOR CENTER... 


Tied HELPS SELL A 
NEW MERCHANDISING IDEA 


IN PAINTS 


This full color, 12 minute sound slide was produced by Sarra 
for Martin-Senour Paints as the latest of a continuing series. 
Its purpose is to present to paint and hardware dealers the many 
advantages they'll derive from Martin-Senour’s new 

“Color Center” Display. 


A clever cartoon opening immediately gets audience attention 
as it satirizes “old fashioned” paint display methods. 

Then the new “Color Center” is spotlighted in the most 
practical way possible. It’s shown actually being used by 
customers in a store. 


The greater number of colors available and the ease with which 
dealers can now meet customer’s needs for various color 
shades is graphically demonstrated. 


Once again Sarra’s camera has told the story ... and told it 
in the most powerful manner. 


If you have a problem, come to Sarra. Remember .. . 
Sarra always shoots to sell! 


> SARRA pn 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 4 
Chicago: 16 East Ontario Street 





TELEVISION COMMERCIALS + PHOTOGRAPHIC ILLUSTRATION + MOTION PICTURES + SOUND SLIDE FILMS 
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How to get better results 


from every film you show 


4 Make your own sound track 


With the RCA Magnetic Recorder-Projector, you make your 
own sound track in just a few minutes—and play it back 
instantly. It's the new way to cut the cost of sound films— 
the new way to make every film do double duty as a sales 
training, or public relations medium—the new way to convert 
your sound track to give you the advantage of an additional 
commentary in a foreign language—language or commentary 
changeable at will. Get more mileage from all your films 
with the RCA Magnetic Recorder-Projector. 


The easy way to show films > 


For perfect showings every time, use the RCA ''400"" Projector 
Both Junior and Senior models feature the famous ‘Thread- 
Easy"’ film path—the film path that most people thread in 
less than 30 seconds. These dependable 16-mm sound 
projectors are favorites with audio-visual specialists 

who insist on a projector they can count on for clear, 


steady pictures and smooth, clean sound 





4 New RCA Porto-Arc 16mm Projectors 


For large-audience work, indoors or outdoors, RCA has 
combined the famous ‘“Thread-Easy"’ features of the RCA 
"400°" projectors and the extra driving power of arc lamps. 
Furthermore, these powerful, new projectors can be adapted 
to play back magnetic sound track. Ten- and 30-ampere 
models cover all requirements for medium and large audiences. 
These sturdy units are completely portable, easy to set up, 
and take down. 


AUDIO VISUAL PRODUCTS 
RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 


. In Canada: RCA VICTOR Company Limited, Montreal 
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Business Film Exhibits Major 
Attraction at PR Conference 


* Exhibitors at the Seventh Annual 
Conference of the Public Relations 
Society of America, Inc. at the 
Roosevelt Hotel in New York last 
month were the Eastman Kodak 
Co., The Jam Handy Organization. 
Ine., Modern Talking Picture Ser- 
vice, Inc., MPO Productions, RKO- 
Pathe, Scripts by Oeveste Gran- 
ducci, Sound Masters, Inc., Tele- 
PromTer Corp., Tele-Q Corp. and 
Wilding Picture Productions, Inc. 

Whereas in the past, audio-visual 
communicators have been in a mi 
nority at PRSA exhibits. this year 
they apparently dominated the 
modest exhibition area allotted by 
PRSA. 

\ workshop session on visual 
presentation was held during the 
conference under chairmanship of 
T. A. Johnson of Sidney Edlund 
& Co. On the panel were Charles 
Behymer of Henning & Cheadle, 
Roy Demming of Charles E. Coo- 
per, Inc., T. J. Dunford of Pelican 
Films, Inc., R. F. Unrath of the 
Port of New York Authority and 
H. A. Smith of Smith, Rose & Co. 


Below: 


exhibit 


erat 
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FORD'S FIVE-YEAR PLAN 


Outstanding Pictures Circulated to Millions 


as Ford Achieves 1949 Public Relations Goal 


HE phrase, “five year plan” 
= may snap them to attention 
behind the lron Curtain, but one of 
the world’s greatest free enterprisers 
has given it a democratic twist 
and put it to work in films. 

Ford Motor Company’s “modern” 
motion picture program marks its 
fifth birthday this year. Its one in 
dustrial five-year program that jas 
paid off. 

Production at Highest Rate 

Today, five years after being 
1949 


motion picture production 


m 
born, in Ford’s public re 
lations 
is at its highest rate in history, the 
audience for its pictures numbers 
among the top for industrial con 
cerns throughout the world and its 
future film plans are bigger than 
ever. 

And, in the words of Business 
ScREEN itself, “Ford Motor 


pany continues, year after year, to 


make the sort of movies that win 
awards.” 

It’s all part of the package that 
Ford Motor Com 
the world’s 


marks the “new” 


pany, biggest private 


industrial organization that went 


through a complete reorganization 


less than ten years ago. 
Program Born in 1913 
In the beginning, Ford was no 
novice in films, any more than it 
was in making automobiles. Ford 
film history went as far back as the 


Model T. 


A pioneer in industrial motion 


pictures, Ford’s original film pro 


1913 and con- 
tinued until its gradual demise dur 
ing World War Il. During 1916-20 
alone, Ford released one film every 
week through the old Goldwyn Dis 


eram was born in 


tributing Corporation to all com. 
mercial theaters throughout — the 
United States. Known as the Ford 
K-ducational W eekly, the series drew 
the largest audiences ever pulled by 
an industrial concern 

But when Ford sales began to 
slump, so did its film program. Then 
Henry Ford Il took charge, a rev 
olution took place, and Ford set out 
to break 
in its history 

Ford’s 


every automotive record 
and did it. 


five-year film plan was 


In 1919, motion pictures was set 
up as one of the company’s major 
public relations activities. All film 
efforts were planned to dovetail with 
Ford’s overall public relations aims 
and objectives. 

Coordinated by Film Committee 

This new and farsighted manage 
ment initially supplied the budget 
to do the job 
people it could find to run it. A 
motion picture committee of lop 
sales and PR 


lished to pool film resources and 


and then gol the best 


officials was estab 


provide coordination in the produc 
tion and distribution of films. 


The new look 


quickly. Old prewar films were re 


began to show 
placed with new productions. Sub 
ject matter was broadened to create 
wider audience appeal. Production 


was stepped up-—and at one time, 


On the background of a typical audience from among the 8,00! 


ey 
reenings ot Ihe 


1949 while cost: 





Human Bridge 


nave remainea 
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constant. 








































Scene in "The Human 


ployee CAV } work v7 Tf ra * Ri ude 


12 productions were going at once 
in the first year of the new program 
And each new film was characterize: 
by another new look low pressure 
commercialism. Ford sales mes 
sages were subtle and few 

Today. five years later, manage 
ment continues to provide full sup 
port 

After an 
manufacturing and 
Ford’s first 


initial series of shorter 
travel films. 


major produc lion Was 


Bridge”, first maj r tiim in new program shows en 


unt. R. G. Wolt# Stud produced 


The Human 


documentary picturing the birth of 


Bridge, a 30-minute 
a car from drawing board through 
final product. 

Bridge was produced to acquaint 
the public of the many and complex 
aspects of making an automobik 
as well as to show the tremendous 


amount of planning and finance 
the facilities and man power that 
must be coordinated and assembled 


(CONTINUED ON NEXT 


PAGE} 
















"One Out of Seven’ + sbout 


careers availabie To young 


"Production Pioneering” 
is a film on ma product 
Gramatizing streamlined metnod 
that have reduced human burden 


4na worker fatique 





Workman wat hes 


foundry operation 
in “lron Ore to 
"Motive Power" 


de; icting proce 


i 
whi n converts ore 
mre engines 
Prize documentar Ford librar 
r um ry n ) ary 









Focus on 
the Story 
of Industry 









reat f jpOpea»rs 


"Tomorrow Meets Today” 
» Oe na-tne ene story 


ra tnaineerina 


MPO) 





"The American Road” (MPO). 





(CONTINUED FROM PRECEDING PAGE) 
It was hoped, of course, the film at 
the same time would generate a 
favorable feeling for Ford and the 
industry. 

4 well-planned promotional cam 
paign launched The Human Bridge 
nationally. After top management 
showings, a series of luncheon or 
dinner premieres introduced the 
film to the press, company vendors, 
and community leaders in 35 Ford 


locations throughout the country. 
Employe and Family Showings 


Next in line were employe and 
family showings in every company 
installation. Showings were held in 
auditoriums, meeting halls and com- 
mercial theatres, and followed a 
general format although each lo- 
cation tailored its program to fit 
local situations. 

The film then was released to 
lord’s international locations and to 
general audiences, 

The Hluman Bridge has been a 
successful motion picture for Ford. 
Forerunner of the company’s pres- 
ent series of documentary films, it 
has been seen by millions and is 


still in great demand. 
“Americans at Home” Series 


Ford’s “Americans at Home” film 
series have rung the bell, too. The 
American Cowboy, Pueblo Boy and 
Ven o} Gloucester, dealing with a 
unique type of American, have been 
received enthusiastically by all au- 
diences. Six in all, the series are 
among the finest public relations 
films extant. 

Equally as popular are the “Va- 
cation” series of seven films which 
takes the viewer, in color, to such 
places as Yellowstone, Niagara Falls, 
California, Sun Valley and _ the 
Grand Canyon. 

Distribution, the heart of the film 





















"Ticket to Freedom” | 


tilm on democratic role 


; non-partisan 


(Wj ding). 


program, got an even more drastic 
overhaul than production. 

In the beginning, Ford film dis- 
tribution was handied from Ford’s 
34 district sales offices throughout 
the nation. Shortly, however, re- 
sponsibility was shifted from sales 
to public relations and film libraries 
were set up in each of Ford’s six 
regional public relations field offices. 

Finally, these were consolidated 
into the present set-up; three film 
libraries, one in Richmond, Calli- 
fornia: one in New York City and 
Michigan, the 


three of them servicing the entire 


one in Dearborn, 


country. 

In addition, Ford’s International 
Division sees to it that the U. S. 
State Department and company lo- 
cations throughout the world are 
provided with Ford films, both in 
English and the necessary foreign 
language. Films have been trans 
lated into 15 different languages for 
showings in 29 countries where 
Ford has 
butors. 


installations or distri- 
And even better, Ford handles its 
entire world distribution with only 
14 people on the distribution pay- 
roll for its film library operations 
What's been the payoff for Ford? 


Circulation to schools, churches, 





“Waves of Green" 


culture 


is a pictorial story of American agri 
developed by combined skills of science and 


ndustry, the land grant college and county agent. Pro 
duced by The Jam Handy Organization. 
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clubs and similar organizations has 
soared. From 614 million live view- 
ers in 1950, attendance has swelled 
to this year’s anticipated 24 million. 

Ford and Lincoln-Mercury dealers 
have learned films open many doors. 
Consequently, dealers will not only 
use them extensively as part of their 
local sales and public relations pro- 
grams, but set up their own local 
premieres of new films. Now that 


eee 
EDUCATIONAL WEEKLY 


NOH ih rt 
SPORTS 
UNDER 






SKIES 


3d publicized 


A generation ago th 
Fe ra weekly newsree|: 


the era of “hard sell” is here, films 
are more popular than ever. 

Greater distribution means lower 
costs per viewer, too. It now costs 
Ford only one-sixth of its cost per 
viewer five years ago. 

5,000 TV Showings in 754 

Television acceptance of Ford’s 
films has been even more remark- 
able. Stations liked the films so 
much in 1953 they televised them 
more than 2,600 times on public 
service time. Totals for the first half 
of this year point to more than 
5.000 showings when 1954 runs out. 
Although am accurate TV audinece 
count is impossible, a conservative 
estimate of 250 million viewers in 
1953 would be in line, about twice 
that for 1954. 

Ford Radio and TV_ Relations 
Department also services television 
stations with a_ steady output of 
news clips, factory footage, and 
short public service featurettes, pre- 
pared and produced by the Motion 


Picture Section. 


Reasons for \cceptance 

There are several reasons for the 
acceptance of Ford films, particu- 
larly by schools and television. The 
films are good, and educational, as 
well. School administrators, teachers, 
TV program directors and film 
editors like them because they will 
do a specific job—and not offend 
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with over-commercialism. The pay- 
off to Ford: they get shown. 

Many films are tailor-made for 
a definite educ ational need. Before 
such a film is made, however, guid- 
ance of top educ ational assot iations 
or groups—experts on the particular 
subject matter being filmed—is ob- 
tained to insure a successful movie. 
With this background, the film finds 
a ready acceptance in the classroom. 
For example, Ford’s Driver Educa- 
tion series of six films were pro- 
duced in cooperation with the Na- 
tional Education Association. Pride 
of Workmanship, based on the com 
pany's Industrial Arts Awards pro 
gram and designed to increase and 
foster interest in industrial arts and 
vocational education, got the same 
treatment as did One Out of Seven 
a vocational film on job oppor- 
tunities in the automotive industry. 
Ford’s automotive films. depicting 
all phases of auto manufacturing 
from design through steel making 
and the finished product, fill the 
teacher’s need in illustrating a seg- 
ment of American industry in 
action. 


Promotion Is Continuous 


Ford keeps the pot boiling in its 
film promotion program. A contin 
uous stream of literature flows from 
each regional film library through 
out the year. Spearheaded by a 
smart-looking, 65-page, two-color 
catalog mailed annually to 135,000 
individuals, schools and adult or- 
ganizations, a year-round publicity 
campaign produces several hundred 
thousand letters, brochures, press re- 
leases and similar mailing pieces 
announcing new motion pictures 
and stimulates new interest in 
earlier ones. 

Films of a timely or topical na 
ture receive special attention. Maii- 
ings on Ticket To Freedom, a non- 
partisan political film on voting, are 
made to TV stations and other film 
users several months prior to pri- 
mary dates in each state. Similar 
mailings are made nationwide in 
August stimulating demand for the 
film prior to November’s Election 
Day. 

Groups such as the Illinois Citizen 
Committee keep prints busy each 
day for several months prior to 
Primary and Election Day. Chapters 
of the League of Women Voters 
throughout the country use the film 
continuously, too. 

In Alabama last year, Ticket was 
shown extensively in the campaign 
to reduce the state poll tax——-subse 
quently reduced considerably. 

This is one of the hottest items in 
Ford's hook. The film is booked 
solidly nearly all the time — and 
(CONCLUDED ON NEXT PAGE) 
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Colorful Visits 
to’ Americans 
at Home” 


"Pueblo Boy” shows the 


Tamily te work anda play 


+ +r 


"Men of Gloucester” 

tamed documentar) 
Pavey - ot Massachusett 
‘ , 

ws 4 _ if, 


» 
fishing community 


hey 


slso produced 


by Larry Madisor 


Th pic ruresque 
Martha-Mary Chapel 
featured in 
“Dearborn Holiday" 


the newest of 27 


(Below) a group of 
modern-day cowboys as 
seen in Ford film 

"The American Cowboy” 
filmed by MPO in 
Rocky Mountain area. 








CUTS CAN MEAN 
INFECTIONS 


And supposed wrongs in the 
minds of your employees, based 
on misunderstandings and lack of 
facts, can mean trouble. 

Stop it before it gets started... 
by developing supervisors who 
are alert to detect grievances... 
who have the know-how to handle 
them with an appreciation of 
human feelings. 

Develop trouble-stopping super- 
visors with: 


“HANDLING GRIEVANCES” 


part or an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB" 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


“INDUCTION AND 
JOB INSTRUCTION” 


“MAINTAINING 
DISCIPLINE” 


“PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 
You may obtain a preview 
without obligation. 
Write Dept. S for details. 





Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 


HOLLYWOOD 38, CALIFORNIA 
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lord gains stature as an industrial 
eilizen 

More than 50,000 form press ré 
leases are mailed each year to adult 
film using organizations providing 
the local publicity chairman with a 
ready-made tool for local ballvhoo. 
Here’s how it works: upon receipt 
of a film request, a form release de 
cribing the film is mailed with the 
confirmation to the user. Schools 
and youth groups are excluded \ 
attached to 
the release suggests that local pub 


brief transmittal not 


licity probably is available both for 
the film showing and for the organi 
zation by filling in blanks in the rv 
lease and passing the information on 
to the local newspaper. The single 
line identifying the movie as a Ford 


production usually makes the paper. 
There's No Summer Slump 


The usual summer circulation 
slump is a thing of the past at Ford 
Extensive mailings in late May 
flood libraries with business that 
keeps them hustling through the 
summer to fill orders from summet 
camp national parks, resorts, et 
Television stations, of course, get 
the same treatment since film usage 
increases in the June-August period 
due to curtailment of network shows 

National promotions initiate in 
Dearborn 


company headquarters 


Kach regional library, however. 


compiles and maintains its own 
mailing lists and is responsible for 
keeping users acquainted with com 


pany films, old and new. 


New Audiences Are Promoted 

Potential new audience groups are 
constantly being reached through 
the mails, by personal visits from 
Ford’s central office and field pub 
lic relations personnel, and by con 
vention exhibits and displays. Ford 
and | incoln Mer ury dealers con 


tribute by using films in their local 


The steady upward climb of Ford's 


t the past tive year activity 


MILL NS 


l6mm Jistribution wniiin th 


sales and public relations programs. 
All promotions are aimed at adult 

audiences, except the annual catalog 
mailing to 35,000 school principals 
and several thousand summer camp 
directors. Since schools and youth 
groups have, in the past, provided 
more than 60% of total distribution. 
efforts to produce an even balance 
between youth and adult groups are 
stressed. 

Ford’s 20-man film section handles 
all distribution and the major pro 
duction load. Each of the three film 
libraries handles its own operation 
independently and reports activities 
monthly to Dearborn headquarters. 
A four-man production crew keeps 
busy shooting feature films, news 
reel and television footage. 

Backstopping Ford’s extensive 
film facilities is a film vault con 
taining a priceless collection of more 
than 2 million feet of film shot over 
the past 40 years. A major part of 
Ford’s prizewinning documentary, 
The American Road, consists of foot 
age from this collection. 

Over 20 Awards Received 

In the past five years, more than 
20 awards have been garnered by 
lord films like these: 

AMERICAN Cowpoy (MPO Produc- 
tions) Edinburgh, Venice Fes- 

Soston, Stamford, Scholas 
tic Magazine awards. 

AMERICAN Farmer (MPO) Golden 
Reel Award, Film 
America 

American Roap (MPO) Freedoms 
Foundation honor medal; Edin 
burgh; Golden Reel Award: 
Scholastic Magazine. 

Highway By THE Sea (Dynamix 

Certificate of 
American Film Assembly. 

HuMAN Brivce (Raphael G. Wolff) 
Cleveland Management Clinic. 

ickeT TO Freepom (Wilding Pix 

Boston Film 


Foundation 


tivals; 


Council of 


Films) honor, 


ture Productions) 
Festival; Freedoms 


honor medal. 
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BUSINESS SCREEN 


WHAT DO YOU 
SELL? 


Machinery, clothes, insurance, 
automobiles, services? Well. . . 
maybe, 


BUT you REALLY sell what your 
product or service will do for 
your customer in terms of his 
needs, wants and desires. 


You sell the benefits, advan- 
tages and values of your prod- 
uct or services in terms of gain 
to the customer. 


Help your men develop the 
techniques of selling benefits 
and advantages by 


Showing them: 


“WHAT DO YOU SELL?” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 
Write for details. 








Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: TRAINING * MEDICAL... 


Farm Pictures by Audio... 










FIRST IN THE HEART 
ANOTHER ‘FIRST’ FOR 


OF FARMERS 


MR. WASHINGTON 10 mins 
The story f plant f at land management 
voven around me expersences of George Washington 


i ae 


10 m 


. KS » of catt 
STAR amg n the breeding ° 


AND 
EPIC OF DAIRY Ke", Holstem  ¢ 
farm & — 


Int judes 4 





JUST A FARMER 5 of hee 0 eo 
, a amatized accour 
AND MANY OTHERS for such sponsors as Anx 
Plant Food Coun American Soybean Ass ora 
National Cotton Council, The Texas Compar 


AND MANY OTHERS 


vend «1, Audio Productions, Inc. 


for 


ar Ny\e\ 7 FILM CENTER BUILDING + 630 NINTH AVENUE + NEW YORK 36, N. ¥. 
’ . \ TELEPHONE PLaza 7-0760 


Frank K. Speidell, President - Herman Roessle, Vice President * P. J. Mooney, Secretory * L. W. Fox, Treasurer 
Producer-Directors: 1. S. Bennetts Lovis A. Hanousek H. E. Mandell 
Alexander Gansell Harold R. Lipman Earl Peirce 
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But Lewd says; 


“It was an immense relief for me —a 


stranger in this big city to receive such 


wholehearted cooperation from your firm. . . 


“The fine quality of your music, and the 
carejul way it was put together contributed 
greatly to the success of my film. . . 


“My sincerest admiration for your unusual 


competence.” 


ZVI LEVY FILMS, TEL AVIV, ISRAEL 


corelli - jacobs 


FILM MUSIC Ine. 
1600 BROADWAY 


NEW YORK 19, N.Y. 


FILM MUSIC Inc. IUdson 6-6673 


1955 PRODUCTION REVIEW 
* The Sth Annual Production Review 
issue of BUSINESS SCREEN is in produ 
tion. The most complete buyer's guide 
to established film production facilities! 


BUSINESS SCREEN MAGAZINE 


7064 Sheridan Road, Chicago 26, Il. 


DISTINGUISHED 
MOTION PICTURES 
FOR INDUSTRY 
AND TELEVISION 


iy an} 
os h 
IN THE NEWS OF BUSINESS FILMS 


100 New Television Stations Predicted: 

* Another 100 television stations will be in 
operation by the end of 1955, with more than 
265 stations equipped to transmit network color 
programs. That's the year-end prediction of Dr. 
W. R. G. Baker, General Electric Co. vice-presi- 
dent and general manager of the firm’s ele« 
He also forecasts the sale of 
about 5,800,000 black and white t.v. receivers in 
55 and 200,000 color sets. All predictions on 


larger color set sales are based on hoped-for 


tronics division. 


economies in manufacture, derived from more 


less expensive tubes. 


Rousing Finish to 1954 as Business U pturn 

Voted in Larger Sales; Lower Inventories 

* The 400-point stock market wasn’t alone in 
optimism as Detroit automakers, appliance sales 
executives and many other lines shared good 
sales returns in the closing weeks of 1954. 
Booming demand for the all-new motor cars 
was expected to carry sales to 5,800,000 units 


in 1955. A surge of December buyers was 
echoed in the financial world as solid cash buy- 
ing pushed many shares to new highs. Financial 
writers point to heavy investments of institu- 
tional share holders as a steadying factor. 
1954 appeared to be another strong year among 
established business film companies as the Edi- 
tors of Business SCREEN prepared to take annual 
inventory of films produced, personnel employed 
and other important data aimed to help give the 
industry an accurate picture of its annual 
The Sth Annual Production Review 
issue, to be published next February, will again 
contain listings of all recognized film producers 
as a most thorough survey of these facilities is 
undertaken by mail, telephone and personal con- 
tacts through nationwide editorial bureaus. 


progress. 


Vew l6mm Processes; More Projector Owners 
Help Sponsors Get Better Film Results 

* The wide-screen motion picture and its equiv- 
alent in pan-screen slidefilms delivered greater 
meeting impact for sponsors during 1954. But 
3-D wasn’t dead as General Motors prepared to 
show another Raphael G. Wolff production in 
color and 3-dimension motion pictures when its 
famed Motorama production opens in Manhattan 
after mid-January. 

The basic phenomenon of the business, how- 
ever, was the continued supply of 16mm optical 
sound projectors to group audiences in industry, 
schools, churches and groups of all kinds. 


WHAT D’'YA MEAN 
THERE AIN’T NO SANTA CLAUS: 
HE TREATED US JUST FINE. 


Productions, Inc 


723 SEVENTH AVENUE 


NEW YORK 


+ Ag ee PLAZA 7-8144 
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Yes, we're Big... and being big 


means that we have the capacity to 





give service . . . good service, reliable 


service . .. in the order in which the 





jobs roll in. 
Being big means we're able to main- 
tain an experimental engineering staff 
and research laboratory to improve con- 


stantly the quality of your finished film. 


But we're biggest in our Desire To 


Please . . . a desire prevailing through- 





out our organization. 







CONSOLIDATED FILM INDUSTRIES 
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DIVISION OF PEPUBLIC PICTURES CORP 


959 Seward Street, Hollywood 38, California + HOllywood 9-1441 





1740 Broadway, New York 19, New York + JUdson 6-1700 


* VOLUME 





NOW, more than ever...QUALITY COUNTS 


in the 
East... 


oo i's 
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The superior 

QUALITY CONTROL consistently maintained 

by MOVIELAB on all film processing assignments has earned 

it the jealously-guarded reputation of being the “QUALITY 
LABORATORY” in the east. 

More producers, cameramen and technicians throughout 
the east put their trust into Movielab’s “KNOW-HOW” and 
“personalized service” than any other. 

Get to know Movielab—for this is the standard by which 
all film processing is judged. 


SERVICES 
cyoc* =p 


| pis tHE 
FOR YOUR SCREENINGS ROUND 


“SHOWPLACE OF THE EAST” Negative Developing 


(KE 


* Three Channel interlock projection 
* 16mm 17'/2 mm & 35 mm tape 
¢ 16 mm & 35 mm interlock projection 


| 
MOVIELAB FILM LABORATORIES, INC. 


619 West 54th Street, New York 19. N.Y. JUdson 6-0360 


Ultra Violet and Flash Patch Printing 
Quality Control 
16 mm and 35 mm Release Printing 
Title Department 
25 Cutting and Editing Rooms 


First Print Department 





for Color it's....... 


“e 
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MORE PRACTICAL KNOW-HOW ON NEWEST AUDIO-VISUAL 
TECHNIQUES AND TOOLS APPEARS rIMES ANNUALLY 
IN THE BIGGER, BETTER PAGES OF BUSINESS SCREEN 





Westrex Subsidiary Executives 
Study Equipment at Conference 
* New equipment, operational tech 
niques and sales and servicing ac- 
tivities in the motion picture studio 
and theatre equipment fields were 
surveyed by an international group 
of Westrex Corporation executives 
al a November conference in New 
Y ork. 

Managers and heads of recording 
departments of some of Westrex’s 
Africa, 


Australasia and Latin America also 


subsidiaries in Europe, 
studied recent developments in other 
electronic apparatus used in com- 
munications. 

Featured displays at the confer- 
ence included: the Westrex and 
Westrex Standard single and multi- 
channel sound systems for theatres, 
the firm’s film editing machine, 
multi-channel magnetic recording 
systems, type RA1524 six-position 
mixer console, 35mm newsreel re- 
cording system, the new re-recorders 
electrical printing equipment, hot- 
stylus lateral feedback dise cutter. 
and the new Westrex black and 
white and color densitometers for 
studios. 

Representatives attending the con- 
ference from abroad were C. Adler- 
strahle, manager of the Westrex 
Scandinavia, AB, Sweden; P. 


Amourgis, manager of the Westrex 


Company, Egypt; William De Mello, 


manager of the Westrex Company, 
Caribbean, Cuba; O. J. Forest, man- 
ager of the Westrex Company, Car- 
ibbean, Trinidad; R. J. Hortis, man- 
ager of the Westrex Company, 
Argentina; W. E. Kollmyer, man- 
ager of Westrex Australia Pty., Ltd. ; 
M. Storms II, manager of the West- 


rex Company, Caribbean, Vene 
zuela: J. Y. Abe, director and as- 
sistant manager, and K. Kagara, 
recording engineer of the Westrex 
Company, Orient, Japan; R. Sene- 
chal, head of recording department 
of the Westrex Company, France- 
Belgium, France; and J. A. Todd, 
recording manager of the Westrex 
Company Limited, England. } 


a * + 


Triad Corp Consolidates Four 
Photo Equipment Companies 

® Triad Corporation has consoli 
dated four companies under its own 
name. The four companies were 
Training Aids, Inc., J.E.S. Corpo 
ration, T.A., Inc., and Traindex 
Corporation, all of which were spe 
cializing in photographic instru 
mentation equipment. All personne! 
and products of the four companies 
have been retained. 

Triad Corporation is the Bell and 
Howell Company special represent 
ative dealing particularly with high 
speed and data-recording cameras 
(16mm and 35mm) and accessories 
for military and industrial applica 
tion. The greatest use for these 
cameras has been in guided missle 
testing, manned aircraft flight test 
ing, laboratory research, radarscopt 
recording and photographic track 
ing. 

Triad remains at the same ad 
dress: 4515 Sepulveda Blvd., Sher- 
man Oaks, California. The phone 
number has _ been 
STanley 7-5373. 


Concurrent with the consolida 


changed to 


tion, Triad has released a new 36 
page catalog of all its high-speed 
and date-recording cameras. ag 


Westrex' president E. S. Gregg (extreme right) describes new multi-channe 


am plitier ysterr ) 


overseas managers watch. L to r are: J. A. Todd 


England: J. Cuevas, Brazil; J. Y. Abe, Japan; P. Amourgis, Egypt; R 


Senechal, France-Belgium; M. Storms 


tina; W. E. Kollmyer, Australia; kK 
W. DeMello 


ll, Venezuela; R. J. Hortis, Argen 


Kagara, Japan; O. J. Forest, Trinidad 
Cuba; Mr. Gregg: and C. Adlerstrahle, Sweden. 
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NOW! 
REACH FOR THE 
MOON ...and GET IT! 


Make your next business 


film at Universal City 
where out-of-this-world 
studio facilities and 
priceless production 
experience are now 
within reach of all 
dollar-wise, 
down-to-earth 
business film 
budgets. 





Find out about the production of your « Public Relations « Promotional « Sales Training and 
¢ TV Commercial Films using the facilities of Universal City, California, the 400 acre motion 
picture plant of Universal Pictures, through UNITED WORLD FILMS, INC., a wholly 
owned subsidiary of Universal Pictures Co., Inc., 1445 Park Avenue, New York 29, New York. 
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mm 
Kodachrome enlarged 
. 
to 35 mm 
prints = 


¥ 4 


at 


Unsurpassed separation 


Ansco direct 
positive 
mm color release 
Color blow-ups on 
Eastman Color Negative 
and Ansco Color 
td ee 


™“ release prints 
~ 


positives and color inter-negatives, 


Specialists ith special effects, made on our new 


1153 Nerth Highland Avenue 
Hollywood 36, California 


HOllyweed 9.5808 








THE BIG EVENT IN BUSINESS FILM PRODUCTION NEWS! 
* Once again. in February 1955 Annual 


the Editors of Business Screen now. Only $1.00, postpaid if check 
authoritative ind with Address: BUSINESS 


1064 Sheridan. Chic ago, 


Review. Order your 5th 


will issue the ordet 


nationally used Annual Production SCREEN 














Camera Eye 


NEW PICTURES IN THE NEWS 


Hawaiian Sugar Planters’ Assn. 
Films Peaceful Use of Isotopes 
* Among the first industrial or- 
ganizations to experiment with 
radioactive materials in peace time 
processes is the Hawaiian Sugar 
Planters’ Association. In a new 
“annual report” film, the association 
shows its success wtih 1] isotopes in 
various phases of sugar production. 
For 25 minutes the movie reports 
on the uses to which these isotopes 
are put, tracing the movement of 
sugar through the cane plant to the 
weighing of sugar and sugar by- 
products on one of Hawaii's planta- 
tions. The film had its premiere 
December 6, in Honolulu at the 74th 
H.S.P.A. 


Supplementing the film is a printed 


annual meeting of the 
report on the association’s activities 
during 1954. 

Radioactive carbon was released 
by the Atomic Energy Commission 
in 1946 for industrial purposes. The 
H.S.P.A. claims to be the first pri- 
vate agricultural organization to 
make use of radio active carbon, 
harnessing the material at its experi- 
ment station. 

Now radioactive cobalt is used 
in weighing work. This technique 
operates on the principle that rays 
passing through a material will be 
partly absorbed. Those not ab- 
sorbed are measured by a Geiger 
counter and subtracted from the 
radioactivity, 


original giving the 


material's weight, Two other iso- 
topes, cesium and strontium are em- 
ployed in this test. 

To determine the uptake of fertil- 
izer by the cane plant and the bes! 
placement of fertilizer, the associa- 
tion makes use of the isotope of 
phosphorous, The isotope of rubid- 
ium aids irrigation studies. The 
isotopes are purchased like any other 


research tools. 


Nat'l Dairy Council 
Tells Nutrition Story 
* A new 1314-minute 
color film /ts {il in 
Knowing How is direct 
ed at teen-age audiences 
by the National Dairy 
Council, Chicago 6 
Relating good health 
habits and nutrition to 
success in work and play, 
the film stresses impor 
tance of good food, sleep 
and exercise, Association 
Films will distribute na 


tionally 
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Weighing bagasse 
meens of radioactive mater 


inter see art 


RCA Sponsoring a Picture 

on Color and Color Television 

* Screen Gems, Inc. is preparing 
a 15-minute color film for RCA 
(through Kenyon & Eckhardt) for 
primary use on television. A longer 
version will be made for 16mm 
non-theatrical use. 

The RCA film will cover three 
points. It will dramatize the impor- 
tance of color and how it affects 
daily living. The second point will 
deal with how the almost impossible 
task of developing color television 
was overcome while the third phase 
of the film will look into the future 
of color TV. 


* . + 


Mahatma Gandhi Documentary 
Secured by Ideal Pictures, Inc. 

* Exclusive rights to the distribu- 
tion of Mahatma Gandhi, Twentieth 
Century Prophet, have been ac- 
quired by Ideal Pictures, Inc. 

The widely acclaimed documen- 
tary, created from newsreels filmed 
during 37 years of Gandhi's life- 
time, depicts the rise, trials, and vic- 
tory of the gnome-like leader of non- 
resistance. His peaceful deliverance 
of the British Lion’s share of India 
to his own people, 20 per cent of 
the world’s population, is a memor- 
able paradox of the war-warped cen- 
tury. 

Quentin Reynolds, editor and 
news commentator, narrates the 82- 
minute film. Ideal expects to first 
release the documentary to colleges, 
churches, and art theatres, It is 


available in 16mm and 35mm. 


BULL’S EYE EVERY TIME! 


Van praag productions 


1600 Broadway, New York 19, N. Y. © Plaza 7-2687 


PRODUCERS OF THEATRICAL, INDUSTRIAL AND TELEVISION FILMS 
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Auditorium, Dartmouth College: Sereen Size—12 feet; 
projection throw—#4 feet; seating capacity —1000 


“WE'RE IMPRESSED with the brilliance and quality of light, particularly for 
color films . . .” says Dartmouth College Films Director, John B. Watson. 


IT’S 16MM CARBON-ARC PROJECTION he's talking about—the only practical 
way to provide sharp, adequate screen light for 16mm showings to audiences of 
100 or more persons. 


HERE'S ANOTHER OUTSTANDING EXAMPLE of visual education's coming-of- 
age via techniques and equipment of professional quality. Schools of all sizes, 
hospitals, religious and lay institutions, clubs, societies and a multitude of busi- 
ness organizations are now getting clearer, more compelling presentation of 
16mm-film subjects by this superior method. 


INVESTIGATE CARBON-ARC PROJECTION for educational, training and busi- 
ness films. You'll be as amazed by its economy as you are by the marked im- 
provement in picture quality it provides. Write to National Carbon Company 
or consult your projection-equipment supplier for details. 


The term “National” is a registered trade-mark of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 


A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y. 
Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
IN CANADA: Union Carbide Canada Limited, Toronto 
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The Mark of 
Excellence in 


Commercial Films 


CATE & McGLONE 


Films for Industry 
1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 











4 Personalized 
Professional 
Sewice 


TO THE GREATEST 
NAMES IN THE 
UPPER MIDWEST 


General Mills, Inc.. Hamm Brewing Co., 
The Farmhand Co., Minnesota & On- 
tario Paper Co., J. R. Watkins Co., and 
many others. 
COMPLETE PRODUCTION FACILITIES 
¢ Motion Pictures 
¢ Slide Films 
e TV Commercials 


3500 sq. ft. Sound Stage 


EMPIRE 


PHOTOSOUND INC. 


1920 Lyndale Ave. So. 
Minneapolis 5, Minn. 


AML 
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The Writer's Role 
in Business Films 


f c a 
Dy / ) sranaucc 


Dy O<cveste Granducci* 


HE WORK OF THE WRITER of business films 
g ie closely akin to the work of the architect. 

Thus, the good business film writer has little 
in common with the Hollywood film writer. 

The Hollywood film writer is selling enter- 
tainment . . . and the effectiveness of his work 
is measured only at the box office. 

On the other hand, the business film writer 
is selling his client, or the message of his client. 

That’s not to say that business films should 
not be interesting. They must be in order to be 
effective. But their effectiveness is measured only 
in the volume of sales they make. 


Don’t Get “Yaks” Instead of Sales 

Thus, the problem of the writer of business 
films is to find the way to present his client’s 
message in an interesting manner. He may even 
find an entertaining way to do it—but if he en- 
tertains at the expense of convincing .. . if he 
gets “yaks” at the expense of sales . . . he’s got 
just as bad a “turkey” as the Hollywood writer 
whose film flops at the box office. 

The simple fact is that the business film and 
the Hollywood film are entirely different birds. 

The business film is a medium unto itself—a 
highly useful tool of American business. 

The first problem of the business film writer, 
like that of the architect, is to find out precisely 
what his client wants. This involves what the 
. or what he wants 
the audience to do after they see the film. 


client wants the film te do. . 


Too Many Demands a Real Problem 


One of the over-all problems most frequently 
faced by the business film writer arises from 
the multiplicity of the demands placed on him. 

loo frequently, for example, the sponsor em- 
ploys the writer to plan a film to accomplish 
Purpose A, and then says he’d also like the film 

ral papers | nted at recent Motion Picture Wort 


ne of severa ers pres ‘ 
hop held tr ew York City last me nth by the National Visua 
I entation Asseclation Also see pages 9 and 10 of this issu 





ART4yVIDEART 
TITLES — ANIMATION — ID'S 
OPTICAL PHOTOGRAPHY 


NOW SERVING MORE THAN 50 
MOTION PICTURE PRODUCERS 
IN THE NEW YORK AREA 


COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. (‘iii 
NEW YORK 16, N.Y. (Vipeant) 


LExington 2:7378-9 (Qa 





indirec tly lo accomplish Purposes B, G D, and 
also E! The business film, like business architec- 
ture. is most effective when it’s most functional. 
No businessman would think of telling his archi- 
tect that he wants an office building with the 
homey feel of an ivy-covered cottage as starkly 
modern as a design by Frank Lloyd Wright. Yet 
he will—in dead seriousness—ask his film writer 
for the motion picture equivalent of such an im- 
possibility. 


Aim the Picture At Its Audience 


The next problem is to find out just what 
audience the film is to be aimed at. 

The script for a business film that won't do the 
job it’s supposed to do on the audience it’s sup- 
posed to do it to, is just as useless to the client as 
the architectural plan for a filling station when 
it’s an office building that’s wanted. 

However, the trouble is that to a great many 
film sponsors . . . the difference is not so readily 
apparent. 

The next problem involves research — for 
scripts for good business films can’t be written on 
the backs of old envelopes in the white heat of 
artistic creation. 

They have to be sweat out... from facts the 
writer very carefully tracks down. Sometimes 
these facts are quite simple, and need only good 
organization for effective presentation. 

Organized Facts Based on Research 

Sometimes they are bewilderingly complex, 
and need the skillfully logical organization that 
can come only from the thorough understanding 
that results from painstaking and time-consum- 
ing research. 

After he gets his purpose, audience, and facts 
squared away, the business film writer usually 
comes up with a plan for the film in the form 
either of a relatively brief outline, or a more de- 
tailed treatment in narrative style. He needs time 
to do this, because it’s the most creative stage of 
script writing. The experienced sponsor will be 
sure this is right before he will authorize the 
writing of the shooting script. 

Translating the treatment or outline into a well 
designed and thoroughly detailed shooting script 
is also time-consuming. The shooting script 
should be detailed enough to be entirely clear to 
the director. It may or may not be accompanied 


{ CONTINUED ON PAGE THIRTY-FOUR } 
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films 


_ of distinction 


SAM ORLEANS PRODUCTIONS 
—EXPERIENCE SINCE 1914— 


211 w. cumberland 
4 


Pg knoxville, tenn. 


vo 116 nw. Ind street 
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ca oklahoma city, okla 


BUSINESS SCREEN MAGAZINE 





SALES - SERVICE - RENTALS 








THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. cud, Motion Pictine Studios 


New PROFESSIONAL JUNIOR 












Adjustable wood BABY TRIPOD 


—for Prof. Jr. friction 
PACKAGED LIGHTING WITH 


COLOR-TRAN 


and geared heads 





25” extended —17” \ 


winent. $75 A 
= 


— studio lighting in a suitcase 











FAMOUS 
**control!ed 


Has substantial shoe and spur 


ax oe Measures from floor to flange 
action 


SMALL GYRO 
TRIPOD 

















Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 






















lémm Maurer, 





STOP MOTION MOTOR 
FOR CINE KODAK SPECIAL 


Runs forward or reverse, 110 
AC synchronous motor with frame 
counter. May be run continuously 
or for single frames. Camera 
mounts without special tools. 


$550 


Also available — Stop Motion 
Motors for 16mm—35mm B & H, 
Mitchell ond other professional 
cameras. 


and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 
B & H Eyemo 
and similar cameras. 














$600 


ELECTRIC 
FOOTAGE TIMER 


Duol model for both lémm 
and 35mm. Large white num- 
erals on black background. Accu- 
rote reset dial. Switch controlled 
by operator, who selects eithe: 
lémm operating at 36 feet per 
minute—or 35mm operating at 
90 feet per minute . . . of both 
in synchronization. $95 


Single model, either 16mm or 


35mm $45 


Imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do it! 
Kit contains 2 light heads, 2 Superior stands and 
proper size COLOR-TRAN converter to match. 
Packed in compact case. 


Write for COLOR-TRAN Catalogue 


Ppresto-splicer 
GIVES PERMANENT SPLICE 
IN 1O SECONDS! 





Especially good for splicing magnetic 
film. Butt Weld type for non-perforated 
or perforated film. lémm, 35mm or 


70mm. $547.80 


lémm or 35mm models— 


for perforated film. 
























Senior Kit 


$237.50 


Other style 
kits available. 





GRISWOLD 
HOT FILM SPLICER 


Model R-2 for 35mm silent and sound 
film. Precision construction makes it easy 
fo get a clean, square splice with accur- 


ate hole spacing. Nothing to get out of 
order $65 


Also Bell & Howell 8mm, lémm ond 
35mm Hot Splicers and 8 & H Labera- 





tory model Foot Splicer 














*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
SEARCH Color Temperature Meters. *Electric Footage Timers. *“Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 
Complete line of 16mm and 35mm Cameras. 


FRANK { ZJUCKER 


Gamera € UIPMENT (O. 


Colortran Lighting Equipment. 600 BROAD €W YORK CITY 





a good production 
DESERVES 


3 good package | 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 


The reels are made of the hardest, spring-type 
steel. They just con't bend ovt of shape. The 
cons are die-formed, rigid, and dent-resistant 
Together, they make the perfect combination for 


film production packaging 


Reels and cans available 
in all lo6mm sizes 


CORPORATION 


2251 W. St. Paul Ave., Chicago 47, 1” 








GEO. W. COLBURN LABORATORY INC 


(64 NORTH WACHER DRIVE CHICAGO 


é 


TELEPHONE STATE 2-736 


16mm 
SERVICES 











THE WRITER’S ROLE: 


{ CONTINUED FROM PAGE THIRTY-TWO } 


hy a storvyboard—sketches of the scenes. A shoot- 
ing script can be a somewhat Hurculean under- 


talking—-a quite bulky tome. 
The Equivalent of a Good Blueprint 


\ good shooting script for a business film 
ictually should be the equivalent of a good blue- 
print for a building. It should be possible to 
“build” a good business film by closely follow- 
ing such a se ript 

The plain truth is that inspired direction and 
inspired camerawork will not overcome the faults 
of a bad script. 

This is not to say that the good business film 


doesn’t need good direction and good camera 


work. 
Job Precedes Artistry of Picture 


It is merely to say that the job of the business 
film must come ahead of purely artistic consider- 
tions in order to be a good business film. 

And yet, the best business films are artistically 


good, 


They are artistically good, as well as highly 
effective. when every member of the team repre- 
sented on this panel today—the scriptwriter, the 
director, the animator, the cameraman, the cutter, 
editor, and soundman all bear in mind from 
start to finish that they are producing a film for 
1 prac tical purpose. Vy 


News-Briefs at Press Time 


* Nationwide, weekly visual promotion of pho- 
tography via network television underscores the 
Kasiman Kodak Company’s new television com- 
edy drama series Norby, starring David Wayne. 
Show premieres Wednesday, January 5 over 
NBC-TV. The series has been filmed and will 
be telecast in color also, utilizing Eastman color 
film. 


* Radiant Screen’s president, Harry ke. Eller, 
notes that 1954 shipments have exceeded by far 
any previous year since the company’s founding. 
A Wo 
year is noted as the company girds for expected 
greater business in 1955, Ud: 


increase in plant capacity during the 








TRADE AND TRAVEL FILMS 
of the 


WORLD TODAY 


timulate understanding and goodwill 
among all peoples 


Alfred T. Palmer 
Productions 
130 Bush Street San Francisco 4 
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« Qualaty 
. Precision 


« Speed 


We are producing the best slide-film 
records in the business today, featur- 
ing ESI (Electronic Signal Inserter) 
for exact placement of automatic signal, 


and meeting your delivery suhedules 








i, CAFE C RECORDERS 


6757 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIFORNIA 

















IMITATED... but 
Never Equalled ! 


Someone has said, Imitation is the sincerest 
form of flattery.” If so, we're really flattered 
... but not nearly as much as we are by the 
outstanding producers who insist on using 
our Type Titles... which are never equalled! 


The Knight Studio 


159 E. Chicago Avenue - Chicago 11, Illinois 





WORLD FAMOUS 


synchronous 
magnetic film 
recorder for 
motion pectures 


and television 


STANCIL- HOFFMAN Ba 


for 


921 N. Highland Hollywood 38, Calif. particulars 
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@x-pert (n. *ke/pOrt; adj. kspirt’, fks’/pOrt),n. lia 
person who has special skill or knowledge in some par- 


tienlar field; a specialist; 
‘Z 


authority 


Modern ‘Talking Picture Service 
Is an expert in the distribution of 
sponsored films. 


We devote ourselves solely to this 


one subject. 


Our competence helps make good 


film programs better. 


For your sponsored film distribu- 
tion, see Modern. 


MODERN TALKING PICTURE SERVICE, INC. 
NEW YORK 
45 Rockefeller Plaza, New York 20, N. Y. 


CHICAGO 
140 E. Ontario Street, Chicago 11, Ill. 


DETROIT 
956 Maccabees Building, Detroit 2, Mich. 


LOS ANGELES 
612 S. Flower Street, Los Angeles 17, Cal. 
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RIGHT IMAGES of another eventful vear 

in passing light the horizon at the twi- 

light of 1954. The factual film medium 
undoubtedly swept to new audience records as 
millions of l6mm showings were booked by 
groups of all kinds and sizes; most of the na- 
tion’s 390 television stations carried sustaining 
programs of the most interesting of these films, 
adding untold millions to the viewer audience. 
It was a year of technological alertness as new 
dimensions such as wide-screen and stereophoni 
sound were projected and heard by both motion 
picture and slidefilm audiences. Impending adop- 
tion of color television by the mass public and 
tube costs and 


telecasters alike was slowed by 


complexity but advertiser interest remains keen. 
A Year of Interesting Pictures 

As ever, both business and the viewer audience 
measured their participation in the medium by 
the quality and content of the pictures made and 
seen. There was scope and salesmanship in no- 
table instances; beauty and dignity in some time- 
less pictures. Recognition of wide-spread in- 
terest in a rash of “film festivals” 


films all 


was evident 
dedicated to 
country. 


But the 


economy lay in the results the sponsor got, not 


non-theatrical over the 


solid substance of the film-maker’s 
in the enthusiast’s applause or “votes.” The busi- 
ness film buyer got more audiences at lower cost 
and of better quality than in any preceding year. 
He also got better technical results on the screen, 
achieved finer color when his film was handled 


by competent people. 
These Events Make the Pattern 


Evidence of the spreading gospel of the 
medium was best exemplified when user groups 
took the film in hand on their own behalf. /t 
counted more that the U.S. Chamber of Com- 
merce became a most active factual film spokes- 
man during 1954; it was significant that the 
National Safety Council continued to render in- 
valuable national service in that area of special 
interest, both public and industrial. 

Actually the big events of the year, film-wise, 
were often least-publicized, The extremely low 
book-rate of postage on film shipments achieved 
effected 


audiences, lowered distribution expense. With- 


by coeperative group action larger 
out fanfare such groups as the American and 
National Baseball Leagues reached nearly 10,- 
000,000 films of 


World Series games: Father Keller and his Chris- 


persons with l6mm_ sound 
topher movement served other millions with 
non-sectarian films on human relations themes: 
major Protestant Church denominations such as 


the Methodists 


Lutherans as major film sponsors. 


and Presbyterians joined the 


Rural America a Standing Challenge 


Farm families and youth groups within the 
1-H and Future Farmers’ organizations and 


vo-ag classrooms were an important segment of 
the factual film audience. The National Project 
in Agricultural Communications came into th 
scene more actively in 1954 and promised to 
become a coordinating agency for film poten- 
tials in the field of agriculture. 

An example of this was NPAC’s project on 
behalf of the National Council of Farmer Co- 


operatives wherein some 265 information entries 
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Eventful Year in Review 


The Largest Factual Film Audiences In History 
as Good Films, New Techniques Spurred Interest 


of printed matter, radio and tv scripts and mo 
tion pictures were evaluated. 

Sponsors like Caterpillar, Deere and Harvester 
kept pace with good business citizens like the 
Texas Company whose outstanding annual farm 
pictures are unsung tributes of genuine educa 
tional value to farmers. Sinclair's 50,000 to One 


was typical of useful new films like these. 


What About Industry Organization? 
The adoption of a fine Code of Ethics by studio 


Producers (which the Editor of BUSINESS SCREEN 


members of the American Association of 

helped organize) was a significant public rela- 
| u £ | 

tions step. 


In New 


ciation of 


York City, the Film Producers 
that 
efforts on behalf of the economy by holding an 


Asso 
area continued its cooperative 
open workshop on color television film standards. 
Similar producer organizations were active in 
Southern California and a new group was formed 
at year’s end in the San Francisco area, headed 
by H. B. (Dave) Butler. 

Working together when common problems in- 
dicated its wisdom, these regional bodies could 
do much to expand their markets and to protect 


their long range economy. 
We Need Converts, Not Dabblers 


The paradox of enthusiasm shown by Business 
SCREEN for local film festivals vs. our strongly- 
voiced doubts about the ambitious American 
Film Assembly was a Question of the Year, 

Actually, the film 


dubious thing when set up on a national scale. 


award becomes a_ very 


























, 


Is there a “best” of all human relations films’ 


Or is any one film on an “industrial process” 


better than others? Are locally available “16mm 
producers” the best judges of real values? 

think the local “film coun 
Despite real lack of 


missionary aid, such organizations have prevailed 


Needless to say we 


cil” idea is tremendous, 


whenever organized. Show-casing films they 


pick themselves for local business and community 


groups is an extremely valuable service, More 
power to Boston, Cleveland, Dayton, Denver, 


Louisville, San Francisco and Stamford, et al! 
Year’s “Best” 


In February, 1955 the accumulated experiences 


Films Self-Evident 

of producers, users and BUSINESS SCREEN edi 
torial bureaus will review outstanding examples 
of the factual film in 1954. Who could fail to 
list The Atom Goes to Sea, Clean Waters, In the 
Beginning, {ll | Need Is a Conference, Our 
Bible, Hou It Came to { S, {BC’s o} Jet Propul 
sion, Going Places, Catfishin’ Is for Saturdays 
The Perfect Crime, Future Farmers’ Silver 
versary, It’s Everybody's Business, We 

Happen, Within Man's 
Island, Operation Sunkist, They 


{nni 
Saw I 
Small My 
Need to Anow, 


Power, So 


etc. 7 1 here were numerous others. 

You read about 
BUSINESS SCREEN, Actually, none of them were 
better than anything else. We'll take those field 
sales resul's reporied by Comfy Manufacturing 
The 


were good 


these “good” pictures in 


Co. in a recent issue as a “better” answer. 


only “bad” films are those which 


enough but not used to their full capabilities. & 


N.A.M. Guides Aid Film Users 


Discussion Guides Now Accompany Six Pictures 


PUNE BEST METHOD for improv 
[ ing the conditions under which 
your motion picture is shown, the 
National Association of Manufac 
turers recently decided, is to pro 
vide a discussion guide for the pro 
gram leader or teacher. The NAM 
has just issued a series of simple 
four page guide s, one for each of 
the six program type films it is now 
circulating 

The decision to issue the guides 
followed a study of the findings of 
Brookings Institution about film ef 
fectiveness. One general conclusion 
was that the conditions unde 
which a film is shown have a power 
ful influence on the impression the 


viewer retains 


Audience Better Prepared 

These factors may at times be 
more important than how well the 
film is produced 

The audience which anticipates 
being entertained, for example, will 
scarcely be in the mood for a did 
actic lecture on film, no matter how 
well done On the other hand, a 
film with high entertainment valu 
may drive home a message, if the 
discussion leader can bring out the 
application of film incidents to real 
life situations. In this, guides may 
help 

The best way to improve the con 
ditions under which film is shown, 
the NAM concluded, is to help the 
teacher or program leader to under 
stand in advance the nature of th 
film and the ways he can use it to 


advantage 


Content Varied as Needed 
The N ANI vuides vary 


according to the type of film. The 


somewhat 


one yardstick in planning the con 
tents was: what material will help 
teacher 


the discussion leader or 


using the film to make it more 
meaningful to the audience 

The guides generally fall into 
similar patterns with varying em 
phasis: mechanical details, deserip 
tion of the film story or contents 
with a suggestion of suitable audi 
ences, a description of the sponsor 
and his reason for making the film 
and question designed to stimulate 


thinking and discussion. The ques 


tions are often classified according 
to the types of audiences for which 
the film has been found useful. 

In the case of a teaching film, 
most frequently asked questions at 
earlier film showings were given, 
along with answers to difficult ques- 
tions in three cases. It was felt that 
in these instances discussion leaders 
might be unable to answer the ques 
tions and they should be spared 


uch embarrassment 


New Guides Are Simplified 
\ AM's new 
the result of past experience At 


guides are simple, 


one time it provided with each 
print an elaborate guide, which in 


( luce d 


Cussion 


suggested introductions, dis 
questions and concluding 
ummary | xpenence showed that 
uch guides 


different 


one case 


although adapted to 
group interests and, in 
an exhaustive exploration 
of every conceivable use to which 
i teacher might employ the film, 
were not popular They were over 
w he Iming 

Peaches ind program leaders 
reacted much as the little girl who 
remarked of an article: “It tells me 
more about turtles than | care to 
know 

The new guides are an attempt 
to be helpful, but at the same time, 


brief and to the point Id 


IN FEBRUARY 1955 


The Editors of 


Business Screen Present 


The All-New 
Sth Annual 
Production 
Review 
The national standard of buy 


er data on established busi 


ness film producers; plus 
many new features of unu 


sual reader interest 
For De tails write 
BUSINESS SCREEN 
7064 Sheridan Road 


Illinois 


{ hiv avo 20 


The Rules and Etiquette of Golf 


United States Golf Association Sponsors First of 
New ‘‘Golf House’”’ Film Library Presentations 


Sponsor: United States Golf Asso- 


ciation, 
Title: The Rules of Golf-Etiquette, 
1714 min, 


( olor. produced by 


National Educational Films, Inc. 


* This is the first “Golf House” 
Film Library presentation of the 
USGA. It is an authentic visualiza- 
tion of the rules of golf concerning 
etiquette, with an introduction by 
Bobby Jones and demonstrations by 
Ben Hogan. 

The protagonist is an average 
golfer and as Bobby Jones says in 
the opening sequence: “The golfer 
must know the ‘Rules of Golf? and 


call penalties on himself. He is his 


Bobby Jones’ opening statement set 
tTneme ot Rule # Golf 


own referee, just as in life. Golf is 
an unusual sport in this respect. 
Personal honor and consideration 
of the other golfers are basic. The 
first thing in the Rules Book is 
golf's code of courtesies o1 etiquette. 
By following the true spirit of the 
eame, each golfer becomes a better 


citizen.” 


Premiered at PGA Meeting 

The first public 
film was at the annual meeting of 
the Professional Golfer's A ssn ia- 
tion of America, in St. Paul on No- 
vember 29th. It was introduced by 
Joseph ( Dey. Jr. executive di- 
rector of the USGA and W. French 
Githens, president of National Edu 
cational Films. 

USGA 


its member clubs. Photography was 


showing of the 


recommends the film to 


done mainly at the Somerset Hills 
Club, Bernardsville, N.J.. 
with some special effects made at 
Ridgewood Country Club, Ridge- 
wood, N.J. Golfers seen in the film 
contributed their services only 


Country 


Jones and Hogan are identified by 


name 


Wood Supervises Production 
Francis Carter Wood. Jr.. vice- 
president of Natienal Educational 


Films, was in charge of production. 


BUSINESS SCREEN 


The film was written and directed 
by Frank Donovan. 

The rental fee is $15.00 includ- 
ing shipping cost. Inquires and 
booking requests should be sent to 
National Educational Films, Ince.., 
165 West 46th Street. New York 


City 36. ig 


Demonstrations by Ben Hogan are 
featured in the USGA film. 


“The Valiant Heart’’ 
Attacks Rheumatic Fever 
Sponsor: American Heart Associa- 

tion, in association with E. R. 
Squibb and Sons. 

Title: The Valiant Heart, 30 min, 
b/w, produced by MPO Produe- 
tions, Ine. 

* This film shows how a community 

can attack the problem of rheumatic 

fever, a leading cause of disability 
and death in childhood, and which 
frequently leads to rheumatic heart 

Photographed in Wolfe- 

boro, N.H.. with residents of the 

area playing all the roles, it was 
produced for the American Heart 


disease. 


Association with funds contributed 
as a public service by E. R. Squibb 
and Sons, a division of Olin Mathie- 
son Chemical Corp. 

The Valiant Heart describes how 
a young boy, one of a family of 
from an 
The film 
recounts how, after the child had 


five children, recovers 


attack of rheumatic fever. 


been hospitalized, his parents and 
their neighbors, as well as local 
health, medical, hospital, nursing 
and educational services cooperate 
to make it possible for him to con- 
valesce at home with his family. 
The picture will be distributed na- 
tionally by the 55 affiliates and 350 
chapters of the American Heart As- 
sociation to illustrate dramatically 
the basic facts about rheumatic fever 
and to show how the disease must be 
treated to minimize its damaging 
effects on the heart and to give its 
victims the best chance for a produc- 


tive life. ma 
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William Johnsor challenaes the "“draaain of obsolete eauipment. 


The Draggin’ of Obsolescence 


A New Cincinnati Milling Machine Co. Film 


Gives Fresh Slant on Industry-Wide Problem 


back as 


“As far 


member. pecple have wanted prog- 


anvone can fe- 
ress, and have wanted to get rid of 
anything that might be a drag on 


progress.” 


ITH that innocently agreeable 


remark for a starting point, 
Milling Machine 


an entirely 


The 
Co. 
approach to an old problem through 
the medium of a 
half minute fully 


Cincinnati 
has launched new 
fourteen-and-a- 
animated Techni- 
entitled ‘William 
the Pro- 
Holly wood by W ilding 


written 


color cartoon 


Johnson and Draggin’. 
duced in 
Picture Productions, Ince.. 
by Samuel Beall; animated by Nor- 
man Wright. 

A deft combination of fantasy, 
reality, hilarity, and serious exposi- 
tion in a timeless setting, the pic- 
ture once more brings together the 
knights of old and the 
today what should be a 


bombshell effect upon the nervously 


ideas of 
with 


conventional field of industrial ad- 
vertising. 


Points | p Critical Need 


The story drives home a nation- 
ally serious point so entertainingly 
that it 


intended 


have its 
effect. 


buvers of 


should certainly 


commercial too. 
make the 
capital goods equipment for indus- 


try 


which is to 
more acutely aware of the na- 
ture and inherent villainy of obsolete 
equipment. 

It is already being aggressively 
borrowed by top managements of 
some of our largest corporations to 
show not just to their buyers, but 
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to everyone in the their respective 


companies. 
Industrial Users 


It’s that The gist of 


this essentially complex industrial- 


Memo to 


universal. 


economic message is presented so 
simply and clearly that it is easily 
translatable, by any audience, into 

personal message. William John 
son is seeable and enjoyable by any 
milli 


one with access to a sixteen 


meter sound movie projector. If 
you have no projector, just vet in 
the real-life 


Cincinnati 


touch with any of 
William Johnsons in 


Milling’s field 


all of whom have or can get you a 


offices or agencies, 
projector and print. 

It’s impossible to say 
the takes 


yesterday's setting, or yesterday, in 


whether 


story place today, in 
today’s setting. but the presence of 


Draggin’, today or yesterday, is 
sensed by King Customer The First, 
natural 


who is in a position to 


sense it. As any monarch worth 
his salt will do. he forthwith offers 
the of his 


fortunate knight or commoner 


hand daughter to any 
who 


That's 


brings William Johnson into 


can get rid of the Draggin’. 
what 


the courtroom, along with his Drag 


1954 


vin’ Locator a combination of 


television set, and 
electronic computer that 


like a dedicated bird dog. 


In a ludicrous series of sequences 


Geiger counter, 


behaves 


which have a deadly accurate 
William Johnson exposes the Drag 


all right. and wins the King’s 


cin. 
daughter. But an odd twist to this 
is that he rid of 
the Draggin’. sood 


story doesn't get 


and for a very 
reason. 

why, the only 
a look at 


the picture, surrounded by friends. 
Don't 


If you must know 
thing you can do is take 
for it to show 
the 


n animation techniques and 


wait up on 


television: color is something 


new 
shouldn’t be missed. 


Prints are loaned free from any 








\ 


King Customer | meets up with W 
yam Johnson's 


this 


ingeniou Dr maarir 


L¢ cator in scene. 

of The Mill's direct or agency out 
lets or from headquarters: The Cin 
cinnati Milling Machine Co., Cin 
cinnati 9, Ohio, Wy 


Tribute to Progressive Farmers 


‘Modern Soil Builders’’ Sponsored by Allied 
Chemical to Review 1954 Farm Progress Show 


Sponsor: Nitrogen Division, Aliied 
Chemical and Dye Corp 

Pitle: Modern Soi! Builders, 12\% 
min, color, produced by Ameri 

planned 


canna Productions, Ine., 
and supervised by the Tom Boggs 
Organization. 
* A year ago, in the Fall of 1953, 
an area was selected for this vear’s 
the 
show of this type to be held. The 
site chosen was the Miles T. Martin 
farm, just outside Camden, Indiana 
this 


15 acre 


l'arm Progress Show. second 


Portions of farm were di 


vided into test plots and 
offered to universities and to organ 
izations supplying farmers with 
seed, fertilizer, irrigation equip 
ment, ete. who desired to partici 
the Show. 


These plots were to become farm 


pate in Farm Progress 
industry exhibits of the latest meth 
ods of increasing crop production. 
raised on soil 


lor example: crops 


nitrogen as against 
added 
crops raised with and without sup 
irrigation, tests of the 


of hybrid seeds, ete. 


enriched with 


soils without foods; 


plant 


latest strains 


Demonstration of late 


t harvest ng methods at Farm Pre 


machinery 


Approximately manufacturers 


of farm and supplies 
also were invited to participate in 
the Show. 

Allied Chemical and Dye Corp., 
one of the participants, originally 
thought to have newsreel coverage 
of the one-day show, which was at 
tended by 85,000 farmers 
seven corn belt states. What finally 


evolved was a 


from 


newsreel feature in 
and concluded by 
inal ballads and highlights of the 
which 


troduced orig 


show included on-the-spot 


lip-synchronization of an important 
soil culture 
worked 
P.M. to 


sequence on moder n 


Two from 
BOO 
the features of 
ballads 


Oscar Brand, an accomplished bal 
the 


camera cTews 
AM. to 4:30 
the 


written 


cover 
show. 
sung by 


were and 


ladeer, and narration was by 
Joe Julian. 

Modern Soil Builders is being of 
fered first-run to television stations 
the 


by other distribution. It is available 


across country to he followed 


from the Tom Boggs Organization 


R 


595 Madison Ave., New York 22. 

















Workshop visitors 


tration o 7, 


300 at Canada’s First Motion 
Picture and Television Workshop 


Associated Screen News, Ltd. Is Host at Montreal 


VANADIAN INTEREST in business 
Cc educational and tv aspects of 
the film medium was confirmed De 
cember 6, 7, and & as an estimated 
100 persons met at Canada’s first 
Motion Picture and ‘Television 
Workshop, sponsored by Associated 
Screen News Limited, Montreal 

A short mutual-education course 
for film production companies, the 


Workshop 


duc ers 


brought together pro 


laboratory engineers tele 


vision station personnel, distribu 
tors, government officials and ad 
vertising men in clinical sessions 
led by authorities from Canada and 
the United These 


spoke and gave demonstrations on 


States, experts 


from 


many phases of film making 


General view 
tud t+ A 


idea-inception to finished produc 
tion 


| cp il 


artists releases pre planning, script 


ispects music clearance, 


preparation sound recording, sel 
translation 
Lopics covered. Other talks 


and exhibits stimulated considera 


designing and were 


among 
tion of new techniques, processes, 


and « quipment 


Theme Is Self-Reliance 


, 
Present general motion picture 


trends in Canada—trends moving 
closer to Dominion self-reliance 

were characterized in speeches by 
Dr. A. W. Trueman, commissioner 
of the National Film Board of Can. 
ida, and A 


Davidson Dunton, 


chairman of the Canadian Broad- 
casting Corporation. 

Dr. Trueman announced the Film 
Board expects to complete a move 
from Ottawa to Montreal in the 
spring of 1956. A new $5,200,000 
building will improve facilities and 
bring the Film Board near to the 
large metropolitan talent pool, he 
said. The board will retain a staff 
in Ottawa to function with the gov- 
ernment. 


The rapid growth in the number 


manaaqer 


Jack J. Chisholm, sales 
Ase 


ociated, served as chairman 


rnree 


of television sets in Canada during 
from 130.000 
in 1952 to 1,100,000 sets in 1954. 


the past few years 


has created an entirely new Cana- 
dian audience. Dunton told one 


session. The new audience presents 


unlimited possibilities for indepen- 


dent film producers in the Domin- 
ion, he declared. 

Neal Keehn, 
the Calvin Company, Kansas City, 
Workshop 


speaker, addressing three sessions 


vit e-president of 


Mo.. was a featured 


and serving as panel chairman at 
Keehn 


animation and titling techniques and 


another session. discussed 
pre-planning for industrial motion 
pictures and television films. 
George Oakley. of Bell \ Howell 
Company, gave the first public dem- 
onstration in Canada of l6mm 
Cinemascope, He also presented a 
practi al demonstration on the use 
of the 16mm anamorphic lens. Jack 
Chisholm, Associated Screen News’ 
sales manager and chairman of the 


W orkshop, 


w“ ide-s« reen 


pointed out that this 
development now is 
available to Dominion film users. 
Chisholm later spoke on set de- 
signing, construction costs, proper 
ties, client-producer relations. 
Gentry Veal. of the 
Kodak Research 
chester, N.Y. 


ance ol 


Kastman 
Laboratory, Ro- 
stressed the import 
lighting for contrast for 
films produced in color and the 
lighting needs for black and whit 
films. 


B. F. Perry 


sound engineer of 


A. Davidson Dunton, chairman of 
Canadian Broadcasting Corp., ad 


jressed morning session. 


Westrex York, 


spoke on the fundamentals of mag- 


Corporation, New 


netic recording and recording tech- 
niques. Arthur J. Miller, vice-pres- 
ident of Consolidated Film Indus- 
tries, New Jersey. explained new 
kastman Color and laboratory de- 
velopments, Charles W. Seager, East- 
ern regional sales manager for 
Ansco, New York, talked on films 
for color television. Don N. Spring. 


manager of motion picture sales, 


Arthur J. Miller, v.o. of Consolidat- 
Fort Lee, N.J. 


ed Film Industrie: 


Kodak 


Toronto, demonstrated new film de- 


Canadian Sales Limited, 
velopments. 

Associated Screen Studios’ per- 
sonnel also spoke at several other 
sessions: Gordon Sparling, director 
of production demonstrated reat 
screen projection; Walter Darling, 
chief sound engineer, demonstrated 
Agostini, 


optical recording; Lucio 


director of music, spoke on music 


Talks on Color 


Other Associated Screen staff ses- 


Singleton 


sion leaders were: Ray Cunnington, 
scenario caief, who spoke on scripts 
and research: T, O. Bailey. chief 
engineer, who clarified processing 
and lab procedures and W. J. Single- 
ton, general manager, who discussed 
the future of color in feature motion 
pictures and newsreel production. 


Neal Keehn, v.p., Calvir 
was Workshop quest 








A Working Tool for Business 


Plan and Pictorial Preview 
of a Model Conference Room 


AT THE STANDARD OlL COMPANY (INDIANA) HEADQUARTERS 


r 


HE STANDARD Ort Company (Indiana) has 
maintained a broad-range philosophy to- 
ward the audio-visual media and a sharply- 
focussed program of actual materials in the field 
and at the company’s “home office” in its Chi- 
cago building at 910 South Michigan Avenue. 
The Sales Department is a notable audio-visual 
user as is Public Relations with an ever-expand- 
ing and effective motion picture program. 
Well-remembered examples of Standard of 
Indiana’s enlightened approach in the a-v field 
the co- 
ordinated use of motion pictures, slidefilms, tapes, 


are its emphasis upon “integration” i.e. 
charts, manuals, ete., as part of an inter-related 
“package” for training: there is also the bright 
record of an intensive a-v and public relations 
training program for its regional public relations 
representatives. 

New Conference Room Sets Example 

And today, within its own headquarters struc- 
ture, the company serves its manifold operating 
needs with a recently-completed conference room 
that 
number of the latest audio and visual techniques. 


puts into practical working use a great 
This model facility carries the unglamorous but 
descriptive title of “Conference Room for Stand- 
ing Committees.” 

The precedent for such facilities and proof of 


their value dates a long way back. Seventeen 


Six basic arrangements of room 


table et tor large conference 


table’ setup: and last, for 





ne 


grout < 


Ww 


vears ago a similar conference room was a 


modest experiment and space approximating 


22’ x 56’ was alloted to it. A projection booth 


at one end and a stage at the othe its 


were 
principal assets. 
Records Show 87% Capacity L se 
Fortunately, careful records were kept on the 
use of this room and it soon became apparent 
that the 


tremely valuable asset to “standing committees” 


“experimental” quarters were an ex- 


(representing all phases of company operations) 
and other groups. This room was in use approxi- 
mately 87° of its available time and its role 


as a “working tool” became an accepted fact 
throughout the company. 

\ couple of years ago, Standard realized that 
it had outgrown these facilities and a long-range 
planning program was begun with O. H. Peter 
son, long-experienced specialist and audio-visual 
executive in the Sales Department, directing the 
study. 

Similar facilities within companies and organi- 
zations throughout the U.S. were reviewed when- 
ever conditions permitted ; ideas were checked 
and re-checked for practicality. 


While 


done while a thousand and one daily 


“research” was something that had to 
be 


were carried on, ideas flowed in a steady stream 


duties 


as actual final planning, drawings and construc- 










Modern business showmanship is exemplitied i: 
the Standard Oil Company's new Chicago con 
ference room shown with visual scene on reen 


asker t jum in use 


na pe 


tion work was accomplished by personnel simi- 
larly involved in their duties. 

The company’s Construction Engineering De 
partment did a great deal of the technical plan 
ning and drawings, working with representatives 
of the Sales Department. 

The result, in a fine new area of gleaming 
woods, glass, and textiles is a very efficient work 
ing space that is truly a combination of “some 
thing borrowed, something new” but all in all, 
a mid-20th Century application of proven, work 
ing techniques. 

All Departments Reserve Through Sales 

Any department of the company which sched 
ules a conference. training session OT meeting 
of any 
“books” 


Department, 


kind requiring such quarters, simply 
its reservation in advance with the Sales 
Trained personnel, familiar with 


every trick and technique, will advise, prepare 


and, if necessary, assist in actual mieceting 
operation. 

Visuals within these pages, including a fine 
( CONTINUED ON THE FOLLOWING PAGE } 


(TOK ett to rignt) arrangement ir theatre ry! t seat |00 or more: then wit! 
’ ) chor r ry (Below) tapnie et tor mall grour at tront age if it rouna 
juIrINg Maximum table area tor spreading it material 





DESIGNED FOR BUSINESS 


(CONTINUED FROM rit PRECEDING PAGE } 
isometric drawing of the conference room, pro- 
vide a clear interpretation of these facilities. But 
many of its.special features warrant additional 
text and detail for the prospective builder. For 
example, here are some of the “highlights” of 


technical equipment: 


Lighting An Important Advantage 

Lighting: there are six important I'ghting 
setups, all worked from a master panel and power 
unit. Each of these six “elements” of the light- 
ing installation can be dimmed for proper “stag- 
ing” effect, including a new technique for dimmer 
control on the room’s basic fluorescent “house &. 
aga.” Move are lighting extupe: Sound system control setu; : @ flick 

(a) well-designed and = glare-free overhead f switch throws in stand-by sy 
fluorescent house lights. tem in case of breakdown. Dua 
(b) spotlights on speakers’ podiums. oad: tilled winiathad. 
(c) border lights for stage, with color varia- 
lions, 

(d) spotlighted display boards along sides 
of room. 

(e) spotlighted display facility at any point 


on the stage. 


Both tape and disc reproduction are | 
(f) any additional utility lights needed for s _—~ vi ate 98 oF wou ee bie 

: ng rom conterence room. 
any particular meeting situation. 

Audio-Visual Equipment: the conference 
room is equipped for brilliant projection or 
reproduction of motion pictures, slidefilms, slides, 
lransparen les, Opaques, overheads, Lape ol dist 
recordings. Motion picture projection (l6mm 
sound) is handled by the “Commercial JAN” 
with its theatre-bright images and high-fidelity 
sound. 


Light control equipment 
leer) + ir or 
p) power ur bo ; ‘ 
' Speake rs are distributed in concealed positions 
ng aimmers* center) ) f wer ie 

in the ceiling from stage to the rear of the room 

unit and patch panel Y } ¢ r at © aii 
tinh cmt « be : \ so that anyone seated in any position in the room 


can hear clearly every word spoken from the 
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stage or from any microphone in the room. 
Sound is so near-perfect that a whisper on the 
stage can be heard in the most remote corner 
of the room. 

A glass-beaded “wide-screen” is revealed when 
needed by an up-stage traveler made of dark 
blue velour which can be opened or closed by 
remote control in the booth, If a standard-size 
picture is to be shown, it is framed accordingly. 
If parallel comparisons (two images side by side ) 
are projected, the traveler is opened to the 
proper width, etc. 

Completely air-conditioned (including the 
booth area), the room’s interior walls are finished 
in solid bleached mahogany, 
practical for minimum redeco- 
rating expense and cleaning. 
\ strip of mirror glass all 
along the upper wall area aids 
light reflection and gives the 
room an added degree of spa- 
ciousness. 

Flexibility is a key word in 
describing these facilities. Al- 
though the room is large 
enough for a 71’ throw from 
the booth, relatively small 
groups may use it for confer- 
ences without feeling “lost” in 
space; yet it expands to thea- 
tre-like proportions for LOO 
persons without crowding. 


With downtown Chicago office 


Booth control 


space at a premium, such 
quarters have to earn every cent of their keep 


and this one has been paying dividends since 


its completion. 


Efficiency requires the potential use of many 


specialized audio and/or visual tools for specific 


meeting purposes. 


recorded; there is both dise and tape equipment 







































































Meetings may have to be 














on 


for this purpose to pick up all sounds in the 
room, including projected sound films. Play- 
backs feed recorded material into the sound 


svstem when needed. 


Seating and Storage: large upholstered 
( plastic ) chairs are the permanent seating for 
up to 50 persons; an additional 65 stainless steel 
folding chairs are added to bring the room up 
to its maximum capacity of 115 persons. Storage 
of these folding chairs is handled in a special 


steel drawer-cart which moves into a storage 
area at the rear of the room. 
kvery consideration has 
been given worker efficiency 
and comfort, The air-condi- 
tioned booth is spacious 
enough for several operators 
to work simultaneously in real 
comfort, even when most 
active. Easy-moving steel 
carts quickly store excess 
tables, chairs and props in the 
convenient storage area he- 
neath the booth at rear of 
main room, 

Facilities like these make 
otherwise trying meetings and 
long conferences more eflec- 
tive through maximum use of 
“sharp” audio-visual tools, 
aay contelie, personal comfort and an at- 
mosphere of real interest. As 
business prepares to enter another important 
year, few at Standard will deny the direct im- 
portance of this modern facility and its able 
crew to the company’s nationally-respected oper- 
ations and sales leadership. An appointment 
can be made to visit these facilities on written 
request to the company. Vd: 

















Projection equipment in booth inclu 
16mm sound motion picture projector in ? 
ground, sma | and large je and jet 

ectors are al ivailable 


*). 
ry YF 


ae - Vin 


an 


} 
| 


1500-watt adjustable spotlight can be focussed 


to pin-point spot, is also equipped with all type 


‘ iy 


of colored gels for various effects 


~~ 
“~ 


Two views of workbench area (above and below) 
and film handlir g equipment in booth Area 

large enough for several operators working 
imultaneously when meetings require and is com 


was ¢ 
f etely air conditioned tor working comftort aur 


ng most active periods of use 


a> 
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Footnote to an Industry's Story 


New Production Picture Sequel to Conservation 


Theme Success Achieved 


Sponsor: International Paper Com 
pany. 

Tithe: Paper In The 
min., color, produced by Raphael 
G. Wolff Studios. 

* Behind the busy 


age of this 


Vaking, 27 


confident vis 
manufacturing = film 
lodges a relations 


SUCCOUSS 


public 
story with significance for all in 
dustry. 

The story really begins inthe 
days when the North American con 
tinent Was yielding its seemingly 
endless bounty of natural resources 
In those 


years the country’s riches were such 


to early, eager enterprise. 
that they often stood in the way of 
the feverish expansion No re 
source was more obtrusive than the 
magnificent mantles of forest which 


waved across the discovered land. 
This Was Pioneer's Day 
Whatever else the lines 


meant to those 


of timber 
who chopped them 
as raw material, to axe-men and 
other men alike the trees then were 
something to be ‘cleared for 
farms and roads, towns and cities 
Only poets bemoaned what must 
have appeared inevitable: that a 
nation being built with wood where 
wood had stood was not a nation 
lo spare trees 


The determination and Optitniisim 


400 pounds of paper pe: 


1ay ndex mpt 


by International Paper 
of the time aggravated by commer- 
cial ruthlessness, finally proved that 
there was an end to forests and 
that end was painfully in sight. This 
fact was recognized by government 
and industrial conservationists who 
et about closing the scars of over 
exploitation. But this healing did 
not take place without the assistance 
of a variety of highly vocal and 


long winded public ists 


Answer to the Critics 
After a while, the 
Paper Company, like 


International 
other mayor 
paper manufacturers, grew weary of 
the kind 


that kept working the robber-baron 


a species of this assistance 


hit for all it was worth, pecking the 
dirge that big paper companies were 
forests In 1951 
International felt it was high time 
to tell these 


it stroving the 


editorial crities-—and 
the people their one-sided moraliz 
ine reached that a large paper 
company ts dependent on a con 
tinuing harvest of trees: that except 
for smaller and wildcat operations 


workin 


industry's habit is not what it was 


the woods for a quick buck, 
75 years ago: that all large long 
mvestment paper companies foper 
noting mills which cost about $20 
000.000 to build and equip) main 
lain a conservation program cal 
culated ta 


supply their industry 


with wood for up to LOO vears 


Wolff 


Film Produced by 
This important public 
rejoinder was deliv red in the form 
of a motion picture produced for 
Wolf 
Hollywood The film 


woods from Northern 


International by Raphael (, 
Studios ot 
walked the 
Canada to Louisiana, showing how 
trees are grown as well as cut in the 
company’s conservation-for produc 
Distributed by Mod 


Service Tine 


fron program 
ern lalking 


the conservation film proved “very 


Picture 


(CONTINUED ON PAGI od) 


“The Perfect Crime’’ Hard-Hitting Safety Film 
Shows Bad Highways’ Role in Accidents 


* Caterpillar Tractor Company’s 
long-time interest in road improve- 
ment has resulted in the production 
of a new-emphasis hard-hitting high- 
way safety film. Instead of simply 
repeating driver do’s and don'ts, 
The Perfect Crime, a 20%-minute 
documentary in color, goes after 
that obvious but ignored accomplice 
to motor-murder, the bum road. 
Premiere at Safety Congress 
Presented by Caterpillar with the 
cooperation of the National Safety 
Council's Construction Section and 
members of the Associated General 
Contractors of America, The Perfect 
Crime had its premiere at the recent 
NSC Congress in Chicago. Ned H. 
Dearborn, NSC president comment- 
ed, “The National Safety Council 
ree ognizes fully the nation’s require- 
better 
means of helping reduce the auto 
death toll. ‘The Perfect Crime’ pre- 


sents this need 


ments for highways as a 


dramatically and 
with unusual effectiveness.” 

T'he Perfect Crime opens its case 
against bad roads by enacting a 
comparison with an imperfect crime 

a double-murder during a $14 
robbery. Against the public indigna- 
tion at this direct kind of homicide, 
the film reflects on the public apathy 
toward a menace which hurls auto- 
loads to their death. 

The Bloodstained Evidence 

Although the picture does not wag 
a finger at the viewer, it does pile 
up ample flaming and bloodstained 
evidence to show that there is more 
to highway safety than “driver re- 
sponsibility.” There is, it says, the 
responsibility of every voter to de- 
mand legislation and official action 


This tragic scene from ‘The Perfect Crime’ show 


essnes f j unsate r 


SINESS SCREEN 


which provides modern, safe high- 
ways. 

The Perfect Crime follows The 
Gamblers, a Caterpillar film stress- 
ing the value of safety rules in the 
construction 


operation of equip- 


ment. The sponsor reports that the 


Or sudden death . . 
to rresponsible drivers on our high 
ways. (‘The Perfect Crime 


is the answer 


earlier film has been well received 
by the construction industry and 
other industries interested in the 
safety problem it depicts. Both films 
were produced for the Caterpillar 
Company by the Calvin Company of 
Kansas City, Mo. 


How to Obtain the Film 

Showings of The Perfect Crime 
may be arranged with the nearest 
Caterpillar dealer or by writing the 
Sales Promotion Department, Cater- 
pillar Tractor Co.. Peoria 3b. Il. The 
film is cleared for television. 

The cooperative role of sponsors 
who helped make this film possible 
has now given the highway safety 
field two of its most effective edu- 
cational weapons against the na- 
tion’s rising accident toll. They will 


he widely useful. 4 


pena ry orn gnw ay care 


n the hard hitting new Caterpillar filr 
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Keeping track of milk operations in 
H. P. Hood & Sons 


film. 


H. P. Hood Film Shows 

“Milk for the City’’ 
Sponsor: H. P. Hood & Sons. 
Title: Milk for the City, 24 min, 

b/w. produced by MPO Produc- 

tions, Inc. 

* The New England dairy farmer 
used to make a pretty good living 
on 16 cows. In today’s market even 
the “break-even” point is about 32 
cows. Prices are down. costs are 
up, and the dairy farmer is hard 
beset to stay in business. Yet, re- 
tail milk prices have never been 
higher. 

Looking for an answer to this 
perplexing problem, the finger usu- 
ally points to the milk company. 
Why 
farmer and consumer so high? 

H. P. Hood & Sons, a large milk 
New 


England, doesn’t pose this question 


is the price spread between 


company serving much of 
in its new film, but it does provide 
part of the answer. 

It costs a lot to bring milk to the 
city. And 
customer's 


the route from barn to 


doorstep is a compli- 
cated one. The film shows the way 
the gath- 
ering station, the trains and trucks 
hauling the milk to the city plant. 
and the processing and bottling of 
milk. One 


shows how the pasteurizing, sepa- 


points in some detail 


interesting sequence 
rating and bottling machinery must 
be completely torn down and steri- 
lized every night. 

Vilk for the City has several ex- 
ceptionally good night photography 
sequences pre-dawn street scenes 


in Boston, railroad yards, etc. It’s 


interesting to see a few b/w films 
once in awhile, shows that the mon- 


ochrome medium is far from dead. 


By truck and rail, vast supply move 


to metropolitan markets. 
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Your Future In the 
Organized Reserve 


Sponsor: U.S. Army Reserve. 
Title: Ernest Jones, Double Duty 
{merican, 12 color. 


min.. pro- 


duced by Pelican Films, Inc. 
* Ernest Jones, the typical young 
man coming out of his Army serv- 
ice, represents a sizeable govern- 


After the 


has trained him for two years to top 


ment investment. Army 
eficiency in his military job, back 
he goes to civilian life perhaps to 
forget all he has learned. 

Although every discharged soldier 
has an eight-year obligation of serv- 
ice in the Reserve, the Army would 
like to encourage inactive Reservists 
to join an organized unit in their 


communities, thus 


Ready 


trained men. 


maintaining a 
Reserve of organized and 


Asa part of its program of foster- 


ing the Organized Reserve units, 


the Army Reserve Corps, through ad 


agency 


Dancer-F itzgerald-Sample 





« « 


Nancy and Ernest Jones discuss ad 





vantages of Reserve a Junior 
listens in ty the story. 
Inc.. is now using this animated 


cartoon limning the post-service life 
No one could be 


happier to get out of the Army and 


of Ernest Jones. 
enjoy the delights of civilian life 
than Jones. At first he wants no part 
of the Army in his future, until he 
becomes convinced that (1) his 
country still needs him: (2) it will 
still pay him well for his part-time 
service; and (3) by joining an 
Organized Reserve unit he can “be- 
long” to the Army in his own home 
town, and train with his own neigh- 
bors. 

Ernest Jones, Double Duty 


ican gets a lot of mileage out of its 


{mer ° 


limited animation. An original score 
is played lo good effectiveness by 
piano and drum. 

The U. S. Army Reserve will dis- 
tribute the film through its own 


units. Ly 


1954 


‘The Great Adventure” of Rotary 


On the Eve of Its Golden Anniversary, Rotary 


International Tells Story of Founding, Growth 


EWLY COME to the bustling, 

preo¢ cupied { ity ot Chicago, 
a young man from Vermont leaned 
meditatively on a bench in Lincoln 
Park. The grass and trees and brook 
were, like himself, another slice of 
Vermont. But the people passing 
silently and the people hidden in the 
growing skyline were not so famil- 
iar. Nor were the people in other 
The 


world was getting bigger and busiet 


towns he'd traveled through. 


and people seemed to have less time 
lo greet strangers, to lend a helping 
hand, to serve one another. 

Down deep, people still were will- 
ing to do these things, the young 
man figured, but there seemed less 
time and opportunity. He began 
thinking of a way to help people 
meet and serve one another, He 
would organize a club. It would be 
club, enough for 


a large large 


\merica—maybe larger. 


Avo 


The young man, sitting in Lincoln 


Founded 50 Years 
Park 50 years ago, was Paul Harris, 
The 
Rotary International, preparing to 
Golden 
between February 23-June 2, 


club which he founded was 
Anniversary 
1955. 
B.300 


89 countries are 


celebrate its 

Representatives of some 
Rotary Clubs in 
being called to Chicago, the city of 
Rotary’s birth, by Herbert J. Taylor. 
the International’s president. In the 
pages of The Rotarian, official publi- 
cation, the president urges the mem- 
attend the 


which promises to be 


bership to “inspiring 
program... 
the largest in Rotary’s history.” 
Those present at the convention 
and the globe-dispersed membership 
not present will join in the anni- 
versary celebration through — the 
medium of a L6mm motion picture 


sponsored especially for the occa- 


nclu< NG 


A highly-competent cast 


Gr ay on 


feature iv nis recent 





sion, The Great Adventure. Three 


hundred 29-minute 


film, in English, Spanish, and 


prints of the 


French versions, will be shipped to 
Rotary 
circulate them to local Rotary Clubs 


district governors who will 
thence to schools, women’s groups, 
other civic organizations and tv sta 
tions. An estimated audience of 30 
million persons will view The Great 
{dventure. 


187 New Clubs Worldwide 
The 


activily is 


Rotary 
all-time 


continued vigor of 
tabbed by the 
record for new clubs established in 
1953-54: 487 organ zations sprouted 
in places as far apart as Sweden and 
Argentina, bringing the total mem 
bership to about 391,000, The Great 
{dventure reviews for members 
the sery 
Rotary 


eflectiveness in 


and exemplifies for others 


ice formula which makes 


whirl with social 
Chicago and Surinam: 

“The development of acquaintance 
as an opportunity for service. High 
ethical standards in business and 
professions, the recognition of the 
worthiness of all useful occupations, 
and the dignifying by each Rotarian 
of his occupation as an opportunity 
to serve society, The applic ation of 
the ideal 
tarian to his personal, business, and 


life. The 


of international 


of service by every Ro 


community advancement 
understanding 
goodwill, and peace through a world 
fellowship of business and pro 
fessional men united in a ideal of 


acrTvic e, 


Based on Year's Study 


Weaving his scenario out of a 
years study of files in the Rotary 


central office in Chicago, Leo Rosen 


crans, writer for Jerry Fairbanks 
(CONTINUED oN NEXT PAGE) 
2nd lett) Edward Arr jas R ywian 


} 
Fairbank pr 


ductior 






















Actor Lyle Talbot 
ie Genet Adie 
Rotary Anniversary: 
(CONTINUED FROM PRECEDING PAGI 
Productions of California, produce: 
of The Great 
documentary pattern which should 
make the film “at home” 


idventure. created a 
wherever 
il goes, 

A cast of 82 actors from Holly 
India 


ulilized 


wood, Scandanavia, Japan, 
Australia and Brazil were 
Harold Schuste: 

authentically reflect the interna 
tional body of Rotary. While me 
of the filming was done at the Fai 


banks 


sequences of the 


by director 


location shots and 
1954 International 
incorporated to 


breadth of Rota 


Hollywoodians dresei 


studios 


Assembly = were 
emphasize the 

projects, 
the cast are real life Rotarian kd 
Jim Bac kus and | yi 
Palbot, Sujata, a dancer from India 
| oundation Fel 


low from her own country 


ward Arnold 
portrays a Rotary 
Ite Content Is Timeless 
Although this is an anniversary 
film, a unique production discipline 
was eflected to keep the film itself 
undated persons and places were 
used as personalized symbols rather 
a back-of 


an ollicial makes him 


than journalistic names 
he ad shot ol 
low ales “ure 


typical and timeless 


varied but not too specify This 
arch-typical delineation mirrors a 
key Rotary concept that persons 
and plac es, times and proble ms have 
an essential similarity. 

Relishing and reminiscing during 
fellow 
Rotarians conversationally cue flash 


backs to the 


real 


a terrace barbecue scrnie 


fraternity s 
Paul 


philosophical adverture in 


colossal 
adventure bounder 
Harris’ 
Lineoln Park is imagined and th 
camera gossips around time and the 
world to: India, where a squalid 
village is made -pleasant by Rotary 
‘adoption "an occupied country 
Rotarians are cata 


where even 


combed the club camouflaging its 

meetings as a singing society; a man 

reading his way out of a displaced 
, 

persons camp-—-a Rotarian artick 

on forestry starts a contact with a 

DP to 


Canada; to a Brazilian blanket fac 


Tennessean that brings the 


tory, the Far East, and other regions 
where Rotary’s practical exercise of 
the Golden Rule flourishes 

The Great 


leased simultaneously in Rotary’s 89 


idventure will be re 


countries on February 23, 1955. 


Armour and Company Film Makes Convincing Case 
for Frosted Meats to Food Service Industry 


Sponsor: 


Title: Fresh Frosted Meats lor the 
Food Service Industry. 25 min. 
Color Produced by 


bilm Produc tions 


Armour and ¢ ompany 


Olympus 


7 In an awe of more and 
mouths to feed. the 


more 
food 


wrestles with dif 


quantity 
service imdustry 
fleult and cost-consuming problems 


Meal “‘cheftains’ 


in hotels, restaurants. hospitals and 


in meat logistics 


other 
tables 


enough meat but no more than they 


institutions with long dinner 


must he sure they have 


in keep safe or conveniently count 
ma cook \ new 


sponsored hy Armour and ( ompany 


motion pu ture 


especially for internal use in the 
food service field supplic san answer 
to these stewardship difficulties 

ir h frosted meats in ready-to-cook 


prane kaged form 


Useful Data on Preparation 
kre sh lrosted Ve als for the Food 


S Industry is a 


ervice 25-minute 


lomm sound and color film on the 


cost-time-labor saving advantages 
and growing acceptance of portion 
cut frozen meats. Besides piling up 
points in favor of frozen meats on 
the food service industry s economic 
scales, the film adds several info 
mational slices on proper care and 


handling ol 


md serving techniques. 


meats, cooking 
Other al 


show how frozen meats ar 


quence . 
processed and chilled in \rmour 
plants 

Food managers, dieticians, chefs 
ind others engaged in food servic 
ire shown cold meat facts on por 
tion uniformity, custom cutting, in 
control, minimal 


ventory storage, 


quality and flavor protection speed 


flexibil 


of preparation and serving, 


; 


A Dayton, Ohio kitchen 


» o? 


itv of supply for business pe aks and 
lulls. 

Fresh Frosted . . » Was produced 
for Armour’s Frosted Meats Divi- 
sion by Olympus Film Productions 
Inc., of Cincinnati, under the tech- 
nical supervision of “Marie Gifford” 
(Esther Latzke). 
sponsors consumer service depart- 
Charles N. Shaw. Ar- 


mours audio-visual director. Pro- 


director of the 
ment and 


cessing, handling and ser\ ing scenes 
were shot at Armour’s Kansas City 


plant, Cincinnati, and Dayton, Ohio. 
Literature Backs Up Film 
Serving as a kind of prefabricated 
notebook for the 
audiences is a menu-like handout 
foldet food ad- 


vantages and giving directions for 


film’s specialized 
reiterating frozen 


the handling of various portions. 
The film is for purely institution- 
al, not for consumer use. Free loan 
prints for showings within — the 
quantity food service industry must 
bye obtained National 
Restaurant Film Li- 
brary. 8 South Michigan Ave., Chi- 
cago >. IL. or the Hotel and Institu- 
tion Dept., Armour and Company. 


Chicago 9, Il. 


Association 


Good Premiere Promotion 
A shinine example of eood pro 
motion for a new film was Armour’ 


recent Chicago premiere before a 
blue-ribbon audience ol food and 


financial writers at the Conrad 


Hilton Hotel 
dent, Mr. 


ime to the 


The company s presi 
lrederick Specht, gave 
occasion: Armour ex 
ecutives and home economist Marie 
Gillord also spoke brietly 

A wood fresh frosted steak lunch 
eon followed the well received 


premiere showing And excellent 


publicity followed as deserved. 


BI 
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“The Schaeffer Story”’ 
Artistically Told 


Sponsor: The F. & M. Schaeffer 
Brewing Co. 

Title: The Schaeffer Story, 18 min., 
color. produced by Peter Elga: 
Productions. Inc. 

*« This handsomely mounted film on 

how beer is made is also a good 

story about the sights and scenes of 

o'd New York. Schaeffer, “Amer 

ica’s Oldest Lager Beer,” was found 

ed in New York in 1842, and, as th 
film shows, its progress has matched 
that of the big city. 

Using old etchings to show 19th 

Manhattan, the 


zooms in and about the drawings, 


Century camera 
which seem to have an almost three 
dimensional quality, to pick up New 
York harbor in the 1840's, the big 
Park now 


museum, the 


reservoir where Bryant 


stands, Barnum’s 


Brooklyn 
nating memorabilia. 

Moving on to beer, The Schaeffer 
Story finds that brewing has some 


Bridge, and other fasci 


photogenic aspects—the big, clean 
copper vats, the fermentation of the 
“march” of 


bottles 


yeast and the addled 
thousands of cans and 
through the bottling plant. 
Schaeffer loans this, and &3 othe: 
films now in its film library. fre 
to any interested groups. Address 
the Film Division, 430 Kent Ave., 
Brooklyn Ll. N. a I 


“Waltzing Mice’’ Join 
Sandoz Film Library 


Sponsor: Sandoz Pharmaceuticals. 
Title: Waltzing Mice, 15 min, color, 

produced by Blair Tinkess. 
* This is the newest in a series of 
medical films produced and dis- 
tributed by the Sandoz Medical Film 
Library. It marks the first anniver- 
sary of the company’s film pro- 
gram and release of the 19th film 
in the Library. The picture demon- 
strates pharmacological experiments 
with a unique breed of mice which 
congenitally dance or “waltz” be- 
cause of a disturbance in the co- 
ordinating function of the brain. 

Sandoz’s medical film library cov- 
ers a variety of medical subjects. 
There are eight films dealing with 
cardiac problems, four concerned 
wth migraine headache, three con- 
cerned with obstetrics, one with epi- 
lepsy, one with the problems of 
aging, and two with animal experi- 
ments, 

Medical, nursing, pharmaccutical 
associations and allied groups may 
secure the films on loan from Sandoz 


Pharmaceuticals, Hanover, N. J. B 
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It’s 
the 





picture 
that 


counts 
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Composer-conductor Richard Shores 


Cheechako Mer if Motor 


new v] 


f 


Music for the Business Film 


A Vital Ingredient That’s Best When Least Noticed 


A“ THE AVERAGE VIEWER his 
impression of the music score 
for any particular film, and you'll 
likely blank 
he will have a hazy 
al best 
Nevertheless 


performs an 


equate draw a L sually 


only impression 


background 


important 


musi 
function in 
and is finding an 


increasingly important role in bus 
And as a matter of fact 
that is least noticed often 
purpose baest 

Shores 


iness films 
the musi 
serves its according 


Cavaleade Film Services 


composer for 
Cavalcade 
is a Chicago organization set up to 


scores for Lomm 


both 


trial and religious pictures 


wovide original 
I 


films. Services includ indu 


Special Kind of Music 


In discussing the function of mu 
sic for films, Shores explains: “We 
feel that a 


very special kind of music 


the music does not exist for its own 


sake, but 


creative 


carry out the 
film, ty 
should call attention to itself 
fore but 
the mood for a 


serves to 
ideas of the never 
there 
unobtrusively set 


Music 


audience rt 


should 
sequence 
should reinforce the 
actions produced by the other ele 


film 


An example of the careful prep 


ments that go to make up a 


aration necessary in creating an 
effective original score is the award 
winning Mercury Motor 
Cheechako, for which 


musi An 


pieture 
Cavalead 
provided the hour-long 
color production devoted to fishing 
in Alaska, Cheechako carries about 
backg 
scoring 


final 


Of course 


10 minutes of music round 


birst usually 
edit ol the 
everal week 


should 


ove i 


step in 
comes after the 
workprint 
prior to this, the 
had a 


script 


have chance to mull 


shooting This give him a 


running start on the actual compos 


ing job, which usually must be 
pu hed through promptly in order 


to meet production deadlines 
Conference Begins Labors 


work 


But the real begins when 


and 
work 


de« istons on 


the composer director, 
sit down to screen the 
make final 
ually Dale MeCulley, pro 
manager for Cavaleade, 
this conference In 
Cheechako, Jack Camp 
represented Mercury Motors, and 
Bob Luce sat in on behalf of the 
(,eorme \ Laboratory, 


whic h provided recording and other 


editor 
print and 
must | 
duction 


ilso sits in on 


the case ol 
Colburn 
produ tion services 


Many taken 


weount when roughing out the mu 


factors must be into 
ic background, and final decisions 
ometimes slowly 
Ones the 


iwtly where musi will appear, 


come 

proup has decided x 
what 
lo convey of 


mood it 1s what pur 


pose it is to serve; the next step 1s 


to prepare precisely timed cue 


sheets. These give the composer cues 
third of a 
every few seconds within each musi 


both 


In this way the 


timed to a second 


section. Cues are audio and 


visual music writer 


knows exactly where narration o1 
dialog 
know 
track 


exactly 


comes in or goes out He 
what sound effects are 
And ol 


w he re 


on the 
course he knows 


music must synchro 


nize with picture 


Creative Within the Rules 


This means that 
highly 
ol composing He 


Hust scoring 


require i disciplined type 
must write musi 
meaningful and creative, and 
vet conform to rigid mechanical 
specthcations 


Altogether, the 


contains 20 


( he ee hako 
sections olf 


Score 
separate 


music, ranging trom one to 


minutes in length, Ce mposition 


work was greatly aided by the fact 
that Shores keeps a projector ready 
on the top of his grand piano while 


W henever he 


a particular music 


working on a 
wants to check 


score, 


section, he projects the correspond 
if he 
is correctly interpreting the film. 
The first 
form of rough 
Shores checks 


editor, as the 


ing workprint section to see 


music appears in the 
sketches. 
the director o1 


This 


phase of the operation hits a high 


which 
with 
case may be. 
in comedy, according to McCulley. 
the effect 


using only 


as Shores tries to convey 


of an entire orchestra. 


piano ind his own voice. 
Musicians Chosen Carefully 
Next. 


and 


comes final orchestration 


copying, which usually winds 
up just before the scoring session 
itself. Selection of 


the session is highly 


musicians for 
important, 
in getting a good 


Shores believes. 


score with only limited time for re- 
hearsal. Cavaleade scores the aver- 
film in session. 


age industrial one 


Critical attention to sound control: 
a? Co burn labs 


Jur ng coring 


but the 40 minutes of music in 
Cheechako required two four-hour 
Most of the orchestra, which 
numbered 28, 


stints 


recruited from 
the Chicago Symphony. 


were 


While the session is in progress, 
the picture workprint is synchro- 
nously projected from the control 
room to a translucent screen in 
This Shores, 


who conducts his own sessions, to 


the studio enables 
check critical cues against the work- 
print, while affording whomever is 
produc ing the session from the con- 
trol room the same opportunity. 
Proper orchestral balance is just 
as important on a film score as any- 
where else, and while the orchestra 
is rehearsing, studio technicians are 
experimenting with mike positions. 
Several different microphones were 
spotted throughout the studio for 
the Cheechako scoring session, Re 
done on synchronous 


cording was 


tape. 
Job Requires a Month 
Once a 
Shores can draw a deep breath and 
first 


session is completed 


relax for the several 


weeks 


time in 


In order to finish a scoring 


BI 


SINESS 


job in a month, which is the average 


elapsed time, the must 


‘ omposer 


work on an intensive schedule. By 
the time the session is over. he is 
likely to he to let down 


quite ready 


a bit. 

In addition to Cheechako, another 
recemt Cavaleade scoring credit is 
Farm Petroleum Safety. which won 
the 1954 Reel Award for 
safety Produced for the 


Petroleum 


Golden 
films. 
American Institute by 
Colburn Film Services. Farm Petro- 
leum Safety is memorable for an 
fire 


most entirely by music. 


exciting sequence carried al- 


Larry Madison of MPO receive: 


award for Hereford film. 


“The Hereford Heritage’”’ 


Wins Breeder Acclaim 
Sponsor: American Hereford Asso- 

ciation. 

Title: The Hereford Heritage, 27 
min.. color. produc ed by MPO 
Productions, Inc. 

* Hereford cattle are one of the 
two principal types raised in the 
United States today, the other being 
the Shorthorn. Herefords. hardy, 
and able to withstand ciimate con- 
ditions under which other breeds 
suffer, are almost a standard on the 
western ranges and big mid-west 
feed lots. 

The Hereford Heritage, shows that 
the Hereford 
developed as a matter of chance. 
For over 200 years, the Hereford 
has been bred with 
provements in its qualities. In this 
country. the Hereford 
Association has kept tabs on the 
breed since 1881 and since then has 
registered eight Hereford 
cattle—550,000 in one recent year. 

Thus, the preservation of records 
and improvement of the breed have 
become a big business, as this film 


breed has not been 


constant im- 


American 


million 


shows. The picture travels the cattle 
country from the mountain ranges 
to lower range land, shows the care 
of stock and the of the 
commercial from range to 
market via feed lots and stockyards. 

Larry Madison directed and 
photographed The Hereford Heri- 
lage, and enough said. Joseph M. 
March wrote the script, The film is 
available from the A.H.A.. 300 W 
llth Street, Kansas City 6,Mo. & 


ogres 
progress 


herds 
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it’s new...all new... 


a projector that in virtually every detail of 
its construction represents startling ad- 
vances in design. Six of these important 
Signet features are detailed below—among 
them, the remarkable Geneva movement for 
smoother-than-ever filmstrip showings. 
Check over the details here...then see this 
brilliant new projector for yourself at your 
Kodak Audio-Visual Dealer's. Just mail the 
coupon for his name and address. 


1. Brighter, Sharper Pictures—Superb Kodak 
Ektanon Projection Lens (//3.5 or //2.8), 
Lumenized \ens-and-condenser system, alu- 
minized glass reflector, and 500-watt lamp 
add up to amazingly bright, evenly illumi- 
nated pictures. Projection is so brilliant 
that in most cases there’s no need for room 
darkening! 


2. Smoother Operation—The Kodaslide Sig- 
net 500 Projector has the famous Geneva 
movement—a precision mechanism that ad- 
vances each frame in smooth sequence . 

so fast, viewers can hardly see the transi- 


tion. No jumping, no jerking. Nylon gearing 
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-<and-filmstrip 
rojector by Kodak 
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Kodaslide Signet 500 Projector, 
Filmstrip Model... 


completely new, with the smoothest surest 


fastest film-advance ever designed! 





provides positive, quiet action... assures 
amazingly long life. Film is handled gently 
by the filmstop mechanism—glass pressure 
plates separate before filmstrip can move. 


tiple aluminum baffle system cools both 
projector and film. 


5. Automatic Leveling—Individually spring- 
loaded front legs snap into position, auto- 
matically compensating for unevenness. Back 
leg adjusts for aligning picture on screen, 


3. Faster Setups—Drop-in loading ends fuss 
because the easy-to-get-at sprocket engages 
the filmstrip immediately. Special framing 
lever makes centering fast and accurate. 
Rewind device permits quick refiling of films. 


6. Top Versatility—The Signet 500 adapts 
easily to use as a 2 x 2 slide projector! Sim- 
ply remove the filmstrip mechanism and 
4. Cooler Operation—Operation is cool and slip in the slide-film changer included with 
safe because the special impeller-type blower 
delivers a far greater volume of air with less 
noise than formerly obtainable. Thick heat- 


absorbing glass protects film. And the mul- 


the projector. The complete slide-and-film- 
strip projector is just $98 (with //3.5 lens). 


Price subject to change without notice 






EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


Please send me the name and address of my nearest Kodak Audio-Visual Dealer 
and further information about the new Kodaslide Signet 500 Filmstrip Projector. y 
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“At the Drop of a Coin" Tells 
Growth of Automatic Vending 
* Herb Dennis James 
Polly Bergen, Charles Farrell and 
Gale Storm are smiling stars of th 


Shriner, 


show-case cast which calls atten 
tion to the vending machin» industry 
in a new color motion © ,cture, A! 
the Drop of a Coin, produced by 
Sarra, Inc., Chicazes The film had 
its premiere at the national con 
vention of its sponsoring organiza 
tion, the National Automatic Mer 
chandising Association, held in 
Washington D.C., recently. 
Narrated hy Westbrook Van 
Voorhis, the 25-minute public rela 
tions dos umentary tells the auto 
matic merchandising industrial story 
and its role in modern living. 
Today, vending machines are 
more numerous than the legendary 
street merchants of ancient Egypt 
where indeed. vending machines 
made their appearance thousands of 
years ago. The new film ranges from 
this early locale to a typical Ameri 
can community where a great por 
tion of the citizenry activate a sub 
stantial part of small pure hase com 
merce by inserting coins in slots 
Lnder the Marvin 


Bailey, the camera route goes to ait 


direction of 


ports, Z008 ball parks beauty par 
lors covering scores of locations 
where products of almost every kind 
are sold by automatic devices. 
Other 
facturing 


stop-offs are the manu 


plants where over-the 
shoulder shots of vending machine 
construction give close ups of the 
industry's personnel and meéthods, 
Having mirrored the present status 
of the robot-sell, the film probes the 
more complete retail automation of 
the future. 

tt the Drop of a Coin is being 
distributed on a nation-wide basis 
through the Chicago headquarters of 
the National Automatic Merchandis 
ing Association. Audiences planned 
for the film include television view 
ers, womens clubs, PTA’s and other 
eivie organizations 

The film was written by Helen A 
Krupka of Sarra’s creative staff and 
produced under the supervision of 
Harry W. Lange 
ager. 
the 75 manufacturing and supplier 


produc tion man 


Serving as coordinator for 


members of the sponsoring Associa 
tion was O, G, Leach, NAMA dire« 


tor of public relations, 


° Warner 
20-minute featurette in cooperation 
with the Girl Scouts of the | S.A 


Now playing nationally in theatres, 


Brothers have made a 


Variners Ahoy shows the activities 
of Senior Girl Seouts aboard the 
brigantine Yankee sailing along the 


New | negland coast 


What's New in Business Pictures 


PROMOTION « 


Upholstery Leather Group Gives 
Viewers Break in “Purple Cow” 


* Thi Purple Cow which the poet, 
Gelett Burgess, never saw will soon 
be available for anyone to see, She 
has the title role in a new color 
film being presented by The Lp 
holstery Leather Group for release 
January furniture mat 
kets and the Chicago Auto Show 


during the 


Selling without stupefying is the 
idea behind the film which has been 
written and produced to be as lively 
as its name to both consumers and 
ale smen 

We believe that sales people are 
consume! too, and have a right 
lo expect entertainment along with 
ibout 


information a product ” Ed 


“Dick Wakes Up” 
for AMERICAN 
AUTOMOBILE ASSN. 


f 


SALES TRAINING 


are featured 


EDUCATION 


ward S. Fitzgibbons, president of 
the leather association said. 

Instead of slanting the movie to 
special interest audiences, the Group 
is offering two-minute sales train 
ing trailers applicable to salesmen 
in various industries. 

Stores participating in the 1955 
Leather In Decoration Show may 
use the film both as a consumer 
attraction and as a sales training 
aid. In addition, each member of 
The Upholstery Leather Group will 
receive a print for use with cus- 
tomers and sales forces. 

Dramatic uses of leather in the 


transportation industry, including 
the new atomiu powered submarine, 
Nautilus, and in home furnishings 


Many of the nation’s 


producers for 


twenty-nine years 


Slide films ¢ Motion pictures ¢ Films for TV 


BUSINESS SCREEN 


outstanding designers and manu- 
facturers have contributed 
for the film. 


The Purple Cow is being pro- 


scenes 


duced by Dynamic Films, Inc., un- 
der the direction of Henry Morley. 
\ slidefilm. produced in connection 
with the movie. will be presented in 
cooperation with the National Retail 
Furniture during the 
January furniture markets. Yad 


Association 


y * * 


Pennzoil Completes Series of 16 
Slidefilms for Dealer Training Use 
* A series of 16 sales training and 
product information slide films have 
been prepared by The Pennzoil 
Company of Oil City, Pennsylvania, 
for dealer and distributor use. These 
films cover a variety of subjects, 
such as a way to cut auto dealership 
overhead, service station selling, the 
requirements of modern automobile 
engines, the use of signs, merchan 
dising, sales techniques, and product 
information complete to an explana- 
tion of the advantages of a revolu- 
tionary new product, Pennzoil with 
Z-7. 

Some are silent versions. but most 
are color sound slide films employ- 
ing unusual techniques to maintain 
interest and aid in the retention of 
the information presented. 

Scripts were prepared by Fuller & 
Smith & Ross _ Ine., 


through 


Cleveland, 
close co-operation with 
Pennzoil’s engineering, sales and 
Produc- 
tions, of Cleveland. produced the 


films. yy 
| 


A Progress Report 


field personnel. Cinecraft 


v.s. Heart Disease 


Sponsor: Institute of Life Insur- 
ance. 

Title: A Matter of Time. 
color, produced by | nifilms. Ine. 

* A Matter of Time is an informa- 


tive film devoted to the progress 


15 min. 


that medical science is making in 
its fight against heart disease. It 
shows such research developments 
as the “jiggle bed,” oscillograph and 
the mechanical heart, and explains 
the causes and effects of the four 
lypes of heart disease—arterioscle- 
rosis, hypertension, rheumatic fever, 
and congenital malformations. Also 
shown are the simple way in which 
average people can help to avoid 
heart disease and thus live longer, 
healthier and happier lives. 

The fil 


television use and in color for gen- 


is available in b/w for 
eral showings from Association 


Films, Inc., 347 Madison Ave.. New 
York 17. ae 


MAGAZINE 















IMPORTANT ANNOUNCEMENT 
re: the Mitchel 
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‘ A\| He 
are currently , r ~~] 


being made n 


...with this announcement 
the Mitchell 
Camera Corporation, 
for the first time 
in history, 
now offers you 
shipment of the 
famed Mitchell l6mm 
THE CAMERA WITH A HERITAGE Professional Camera 


There is no substitute for a heritage on receipt 
of GREAT ENGINEERING No 16mm motion picture camera : 
made anywhere in the world can match of your order. 

the technical perfection which a Mitchell 16 

brings to your film. Each 16mm camera has the same 

supreme custom workmanship and Mitchell's 


exclusive, positive operation that is today world-famous 





... Wherever truly professional films are made 


666 West Harvard Street © Glendale 4, Calif. © Cable Address: ‘‘MITCAMCO’ 


a 
eH 85% of the professional motion pictures shown throughout the world are filmed with a Mitchell 


é% 
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Pepsi-Cola's ‘Perils of Lurine’’ 
Scores on 700 Theatre Screens 
© The Perils of Lurine, Pepsi Cola 


new two-minute theatre trailer « 


med to promote the sale of r 
freshments during intermissions, ha 
now played some 700 theatres with 
such success that exhibitors are hol 
lering for more 

Based on the Hairbreadth Harry 
type of thriller of 30 years ago, Th 
Episode 3 ha 


iudiences yelling with laughter and 


Perils of Lurine 


in good humor to dash for the pop 


corn and Pe psi stand when the light 


go on Pepsi supplies the film free 
and the commercial is restrained, It 
was produced for Pepsi by Pelican 
Films, Ine., through Brandt Enos 


Associates 


Technical Story of 
Packard’s New Engine 


Sponsor: Packard Motor Car Divi 
sion, Studebaker-Packard Corp. 
litle: A New Concept of Power, 20 
min., color, produced by Trans 

film Incorporated 
* This new film is a technical ex 
position on Packard's recently an 
Breathing-High 


Torque V-8 engine to be unveiled 


with the new Packard line on Jan 
uary llth 

A highlight of the film, which 
traces the development of the new 
engine, is the 25,000 mile durability 
run photographed at the 244 mil 
track of Packard’s Proving Grounds 
in Utiea, Mich. The new Packard 
ran for nine consecutive days aver 
aging 104.7 mph. In the first 10,000 
miles of the run, it established a 
new world’s speed record for the 
105.86 mph 


The previous record, set by a 


distance, averaging 
Jaguar, was 100,65 mph 

In the film, the free breathing 
qualities of the new engine are 
likened to the big lung capacity of 
an athlete. Large cylinders, valv 
and valve ports, coupled with other 
technical advancements, has resulted 
in a remarkably eflicient engine 

{ New ¢ oncept of Power is being 
exhibited at Packard dealer meet 
ings and will be shown to customer 


as well va 


Eastman and Ansco Order Color 
TV Commercials for Early Use 

® Both Eastman Kodak and Ansco 
have recently ordered color r\ 
ommercials from Screen Gems 
nd the company producing a 
Dorothy Collins color spot tor 
Lucky Strike 


(o. has also ordered a 30-minute 


American ‘Tobacco 


public relations film on the growth 


ind culture of tobacco 





Fresh, colorful cartoon style enlivens Pepsi-Cola's retreshment 


; 


FILM LABS, INC. 


i / rbetj Vf Geary-on 


a6? 


T F 
*/ephone Lawrence 6 


1905 Fairview Ave., N.E., Washington 2, D.C. 











“Career: Medical Technologist” 
Aims to Cure Lab-Aide Shortage 
* Medicine’s modest right-hand 
men, the medical technologists, are 
in serious demand: the new testing 
processes being developed to beat 
major diseases are not being put 
to fullest use because there are not 
enough technologists to perform 
these clinical laboratory tests. To 
bring more young men and women 
into this vital field, a new l6mm 
motion picture in color now is being 
made available by the National Com 
mittee for Careers in Medical Tech 
nology. 
Blue Ribbon Sponsor List 

The 24-minute film, Career: Med 
ical Technologist, was sponsored by 
the American Society of Meédical 
Technologists, American Society of 
Clinical Pathologists and the Col- 
lege of American Pathologists for 
the National Committee for Careers 
in Medical Technology under grants 
from the American Cancer Society 
and the National Cancer Institute. 
lt was produced by Churchill-Wex- 
ler Productions, Los Angeles. 

Identifying itself with its high 
school audience, Career . . . chums 
with a teen-ager and her three class- 
mates who decide to become medical 
technologists. Observing their mo- 
tivations and the facts they learn 
as their interest grows, the film 
shows what it takes to be a tech- 
nologist in terms of personality, 
education and special training. 

Takes Viewer Behind Scenes 

The purposes of key laboratory 
techniques and routines are photo 
explained. The social value of med- 
ical research is dramatized in such 
scenes as that of a sensitivity test 
that indicates which antibiotic will 
effectively stop the growth of ba 
teria in a sick child and the prepara- 
tion of tissue sections for diagnosis 
of cancer in a patient on the operat 
ing table. 

How to Obtain the Film 

Career: Medical Technologist may 
be obtained from the National Com- 
mittee for Careers in Medical Tech 
nology, 1785 Massachusetts Ave. 
N. W., Washington, D.C. The film 
sells for $135.00 and prints are 
available for loan, 


* * 


Edo Aircraft Floats Featured 
in Film Story of Arctic Family 
* A family of modern-day Vikings 
help to call attention to the per 
formance of aircraft floats in Aretu 
Fiying, a new 13-minute film spon 
sored by the Edo Corporation of 
College Point, L. I. 

Bud and Connie Helmericks and 
Jeannie, their two-year-old daughter. 
have made the Arctic their home 
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They live on an isolated lake hun 
dreds of miles from their closest 
neighbors. Their transportation is an 
airplane equipped with Edo floats. 

The color camera traverses the 
north as the Helmericks live their 
wilderness life with peculiar facility. 


. : 
In summer, bathing-suited Connie ~ 
« “ 
perches on a float to sun and fish, - Pe 
in winter the float plane lands on : ; 
the snow-covered lake. fe y \ ‘ 
Other glimpses of this strange ‘ al 


way of life are those of polar bear 


‘ricustciac Pointing Gets the Idea Across 


buried in a howling blizzard, of 
little Jeannie crossing an ice pack 


on pint-sized snowshoes. _ a gt @@e es 
. . . 4 ~~ ss . é . 
Arctic Flying may be booked for ¢ 2 ° w , ome 
$3.00 per showing. Contact Mrs. f : é aye ?¢ .. ° 
Stella Rathjen, Edo Corporation, y i e L. , ; 
College Point, L. 1., New York. ; i ‘7 > 


om 


Scheduled se eal VU- HITE has ihis Built-in in Poinie - 


* Television’s eagerness for educa- 
tonal films continues to bring 
larger audiences to sponsored docu- 
mentaries. Thirty-six of the first 50 
stations contacted have scheduled 


| VU-LYTE’s Built-In Pointer (a sharp clear 
' white arrow) is a great aid to Public 
showings of Lifeline, sponsored by Speakers. 
the Plymouth Cordage Company. 
Lifeline is a portrayal of the uses Pointing with an Arrow makes learning 


easier. 


vw 


ro 
5 + 


of rope in industry, commerce and 
everyday living. Stage and screen 
actor Thomas Mitchell “follows the 
line” for 30 minutes as the film 


The VU-LYTE Built-In Arrow Pointer is the 
most advanced, most widely used pointer 
in Opaque Projectors today. It’s the most 
efficient pointer, yet the simplest to op- 
erate. That's why it’s so helpful. 


shows rope at work in North Atlan- 
tic whaling scenes, in farming, the 
oil industry, mountain climbing, the 
circus, aboard navy battleships in 
action at sea, in tree topping of re“) Using the VU-LYTE’s Built-In Pointer is one 
~~ Of the best methods known to get ideas 


and facts across so they're remembered. ' 


pines in northern forests, harbor 
efforts in the Port of New York. 
The film’s availability for tv was 


announced by John F. Ward Asso- 


cate Prodecthons, 36 Cif St. New FREE DEMONSTRATION of VU-LYTE with BUILT-IN POINTER! 









tion. 
If you are interested in quicker, better learning, “ Charles Beseler Co., Dept. 8-12 5 
mail the coupon for a FREE DEMONSTRATION. pe, eee 
FAST You'll be amazed at how the VU-LYTE with | Please arrange for a Free Demonstration | 
BUILT-IN POINTER gives expression to your | at my convenience { 
SERVICE full Executive potential. Of course, there’s no | | 
cost or obligation. : ae | 
ona | 

—* wl Mild The VU-LYTE projects anything in natural colors. , oa | 
3 53MM SLIDES No slides or other preparation is necessary. The | Schon Address | 
FILM STRIPS VU-LYTE takes copy as large as 10 x 10 inches, | 
LANTERN SLIDES can project it to 10 x 10 feet! exe tone Shae } 

68 eet fo FOR THE BRIGHTEST SHARPEST PICTURES, 





sf EDUCATIONAL DIVISION 





TRAINING | SALES FOR THE EASIEST OPERATION, for the Opaque 


Proj : r¢ it’ ie) 5 GS = 1 Y¥ 
PROGRAM PRESENTATION “ae s PROVED most durable... it’s c ARLE ede PAR 


Your Inquiry 60 Badger Avenue, Newark 8, N. J. 
is invited 
Dilst a Doskudions | 


6419 North California Ave « Ore whee eb wee 45° yee te rer Ald 2-414) 


for your 
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Color Slidefilm Calls Citizens 

to Action on Hoover Report 

* Timed with the newly released 
Hoover Commission report on econ 
omy in government is Your Stake 
in Better Government, a 39-frame 
color slidefilm sponsored by the 
Citizen’s Committee for the Hoover 


Report. The 


planned to give information about 


slidefilm has been 


the report itself and to remind each 
American citizen of his responsibil 
ity in the achievement of “better 
government at a better price.” 
Semi-cartoon drawings illustrat 
ing a 12-minute narration (sound 
optional) serve to introduce the 
Hoover report and to highlight the 
role a citizen can play in eliminat- 
ing the federal government's waste 
and inefficiency. The narration is 
by Charles B. Coates, executive vice 


An ac 


companying program kit gives guid 


chairman of the committee. 


ance to the program chairman. 
The first 


success paved the way for the pres 


Hoover Commission’s 


ent report, Seventy three per cent 
of the previous report's recommen 
dations have been adopted to date 
Despite this recognition, the com 
mittee i168 campaigning to create 
“counterpressure”’ to work for the 
further enactment of the commis 


sion’s recommendations 


Where to Buy 


Prints of Your Stake in Better 


Government are obtained from the 
Citizens Committee for the Hoover 
Report, bl Lexington Ave., New 
York 17, N.Y The slidefilm with 
sound is $3.50; silent, $2.50, Checks 
should be made payable to the com 
mittee or to N Baxter Jackson, 
treasurer. 

Source of Burner Flame Is 

Shown in American Gas Subject 
® Natural Gas Behind 
Your Burner, a black 


white slidefilm visually tells the story 


Sctence 


12 frame 


of how “that quiet, blue flame” is 
brought to the gas burners of homes 
served by natural gas. The non 
technical pictorial is a recent re 
lease of the 


Bureau of the 


Kducational Servic 
American Gas Asso 
eration. 

Natural Gas Was prepared 
with the assistance of science teach 
ers for classroom presentation in 
junior and senior high schools. It 
Is accompanied by a presentation 
kit which includes bulletin board 
charts, teachers’ materials and in 
structional material for individual 
students, 

The slidefilm is available on fre 
loan from gas companies in local 


from the associa 


New York 


communities of 


tion, 420 Lexington Ave. 
City. 


SOUND SLIDEFILMS 


Wide-Screen Slides Tell Outboard Boating Story 


* Synchronized three-screen slide 
projection was added to the variety 
of increasingly popular “expanded 
screens for expanded markets” tech 
niques during a presentation at the 
recent annual meeting of the Out 
board Boating Club of America in 
the St. Clair Hotel, Chicago 


The Outboard Boating Club of 
America is the trade association of 
the Outboard Motor Manufacturers 
Association and the Outboard Boat 
Manufacturers OBC’ s 


membership also includes other sup 


Association 


pliers and manufacturers of equip 
ment used in outboard boating and 


ome 20,000 outboard enthusiasts 


Vhe prevailing business of this 


meeting wa to review the club’s 


past year accomplishments and to 
report on its present program, thus 
generating confidence in OBC’s use- 
fulness and encouraging greater par- 
ticipation on the part of its mem- 
bership. The club’s story was key 
noted by Guy W. Hughes, executive 
director, who told the assembly that 
projected outboard motor sales for 
1954 will mark the industry’s third 
successive boom year since Korean 
war materials allocations restricted 
1951 outboard production to its 
post-war low. Present indications, he 
said, are for unit sales “upwards of 
180,000,” approximately 7% ahead 
of last year’s sales. Dollar volume, 
he added, will be around $120 mil 
lion. 


In an afternoon session devoted 
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1909 BUTTONWOOD STREET - PHILA. 30, PA. 
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to explaining how to keep this ex- 


pansion going, points made during 
a tear-off chart lecture were magni- 
fied in color‘on three 5 x 7-foot 
screen panels joined to provide a 
span of 5 x 21 feet. This visual 
exspanse was filled by three syn- 
chronized 2 x 2-inch slide projectors. 
The single switch-operated projec 
tors were fitted with magazines that 
could hold 150 slides. Big ballon 
type captions printed the advice 
across the room: “Get him interest- 
ed;” “Sell him outboard equip 
ment,” “Help him get on to the 
water and enjoy his equipment,” 
“Protect his use of the waterways.” 

The wide screen gave viewers a 
pictorial breakdown of the response 
to the industry’s annual boat show, 
photo evidence of ramp projects 
around the country. A three dimen 
sional color movie of the Lake Villa 
Safety Outboard 
Handling, a slidefilm, supplemented 
the slide presentation. \ good shot 


Conference and 


in the safety film was a struggle to 


capsize an outboard motor boat 
which spoke visual volumes for the 
boat's buoyancy. 

The visual section of the program 
was produced and presented by Bet 
nard Howard, president of Academy 
lilm Productions, Ine., in associa 
tion with Guy Hughes and Robert 
S. Green, OBC director of promo 
tion. Academy’s Bill Fisher narrated 
the motion picture over a public 
address system. 

Although the program was agree 
ably received, one planning snag 
was noted: the showing room was 
rather too short for the tri-screen 
set up and the cigar-smoking mem 
bership, the first rows of whom ap 
peared to have their noses pressed 
against the screen 


12-inch Recordings Simplify 

Showing of Music Slidefilms 

* Reproduction of sound accom- 
paniment for three 15-minute color 
slidefilms on school music is ex- 
pected to increase the use of these 
already audio-visual ma- 
16-inch 
dises were available with the films. 


popular 
terials. Originally, only 
With the new one-side recordings, 
sound will be available with the use 
of any 334 rpm phonograph. 

The three films, Music in Our 
School, Moving Ahead with Music, 
and You Can Make Music are de- 
signed to interest school children in 
music as fun and a challenge. Each 
film is accompanied by a guide for 
the teacher or leader and by litera- 
ture for audience distribution. The 
first of the films was prepared in 
1949, the second in 1950, the third 
in 1951. More than 3,500 groups 
have viewed the three films. 
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* “Hot-box!”—the old lament of 
railroadmen— is seen for what it is 
in The Journal Jinx, a new 32- 
minute sound slidefilm now being 
shown by the Missouri Pacific Lines, 
St. Louis, to workers on its system 
railroad lines. 

Something of a slidefilm epic in 
its field, the color subject runs down 
its indoctrination track for 143 de- 
tailed frames, traveling through the 
causes, effects and prevention of 
“hot-boxes.” 

When the employee audiences, 
apprentice and experienced carmen, 
view the film they will see mechani- 
cal operation and mishap already 
known to them—but they will see 
their job problem in a sharper, per- 
sonal light. 

Even the newest apprentice prob- 
ably will know that a “journal box” 





Carman applies coolant + irnal box 
qi vered running hot 


is a metal housing for the ends of 
railroad car axles and bearings: 
that it holds oily waste packing 
which provides lubrication for the 
axle journal turning on its bearing: 
that if the axle journal or bearing 
become overheated, the resultant 
hot-box may burn off the axle and 
derail the car. 

What the veteran carman may 
have forgotten is that many hot- 
boxes are co-caused by human in- 
difference. 

Equipment closeups, cross-section 
drawings and cutaway model jour- 
nal boxes clarify rules and demon- 


strate maintenance techniques: live 


Missouri Pacific's Slidefilm Keeps ‘Em Rolling 





photos illustrate routine service pro- 
cedure. Sequences of the careful 
manufacture and testing of axles and 
bearings further remind carmen of 
the importance of on-job servicing. 

In an 11-frame sequence, the jinx 
is personified by an animated were- 
wolfish character who dramatizes 


WIT EM HARD 
§ ONT GO FoR 
THIS SOFT stuFF / 


Here's “journal jinx” at work 
pact develor nor-t 


the vicious potential of lazy or 
thoughtless workers. 

The script of The Journal Jina 
was prepared by F. O. Garrett, rules 
instructor for the railroad with 
technical assistance from experts in 
the car department division of the 
road’s chief mechanical officer. Live 
shots were made by the railroad’s 
staff photographer. Transparencies 
and art were copied onto 35mm 
Eastman color negative by Color 
Illustrations, Inc., New York, with 
release prints by Tri-Art Color 
Corporation, New York. 

Showings of the film are sched- 
uled by division superintendents 
and mechanical instructors equip- 
ped with 20 automatic sound slide- 
film projectors in division offices 
throughout the system. 


* “ * 


Circle Lab, N. Y. Doubles Space 


* Circle Film Laboratories, Inc. is 


doubling its present space at 
West 60th Street. New York. Film 
cutting rooms will be added, and 
the lab will place increased empha- 
sis on color film processing, using 
Eastman negative-positive in 35mm 


and l6mm throughout. 








Now... 
two great libraries 
brought together. 


One central source for 
film footage for motion 


picture or 
television use. 


Over 30 million feet of completely 








cross-indexed film is available 





to you in the combined libraries 
of the NBC FILM DIVISION and 
the MARCH OF TIME 

You'll find every conceivable subject, 


excellent service, and reasonable prices. 


For catalog and price list, call or wire 


NBC FILM DIVISION 


Film Library + 105 East 106 Street, New York + Circle 7-8300 











COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 450 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, RLY. 
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FILM STORAGE CABINET 
ALL STEEL 


MM-1I9 
A practical stor- 
age cabinet for 
the varied flim 
library Holds 
400, 800, 1200, 
1600 ft. reels; 
100 filmstrip 
cans plus util- 
ity drawer in 
base. Overall 
size: 30” wide, 
70” high, ts” 
deep. Over 80 


models to 
choose from 


RK.250 
ideal for School Flim 
Libraries Seven tiers 
of Separator Racks hold 
250-400 feet |émm reels 
Many models to choote 





from 


FOR COMPLETE FILM 
EQUIPMENT SEND 
FOR FREE CATALOG 


PRODUCTS CORPORATION 
ONS PUTY HOM OE New York 18, N. Y. 
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Hottywooof itm [oMPaANny 


utors and Manufacturers of Professional Motion Picture Equipment 


W352 


EDITING EQUIPMENT 


@ SOUND READERS 
@ SYNCHRONIZERS 
@ FILM RACKS 


@ FILM BINS 


MULTI-PURPOSE 
REWIND 


@ ROBOT Ii AUTOMATIC SPLICER 


@ CUTTER’S GLOVES 


@ EDITING TABLES 


TIGHT WIND 


@ REELS — CANS — FLANGES 


Write for free catalogue and price list 


HOLLYWOOD 38 


America’s most versatile 
sound slidefilm projector. 
Compare and you'll buy 


celled features: Removable 8” speaker 
with 25 ft. cable for best placement in 
front of large group audience, Standard 
and long playing records. High quality 
sound, Brilliant picture. Fan forced air 


cooled. Easy operation. Compact, light 


CALIFORNIA 


Tere ALL 


SOUNDVIEW 


Only SOUNDVIEW offers these unex- 


in weight. Projector is removable, can 
be used as independent remote push- 
button control projector for 35mm strip- 
film. Automatic operation on either high 
or low frequency systems. 300 watt and 
500 watt models available. Accommo- 


date all 2 x 2 slides. 





AUTOMATIC PROJECTION CORPORATION 
29 West 35th Street, Mew York 1, H. Y. 


Please send brochure on complete line of 
SOUNDVIEW audio-visual equipment for 
either automatic of manual sound slidefilm 
operation, also information on 15mm remote 
control pushbutton stripfilm projectors only 


NAME 


ADDRESS 


ciTy . ZONE._._STATE.___.. 


Commercial TV Films Win 
Recognition for Sarra, Inc. 
* One metal award and two merit 
awards for excellent tv films were 
added to the honors 
being collected by Sarra, Inc., Chi- 


cago film producers. They were re- 


advertising 


ceived during the recent Awards 
Dinner of the Art Directors Club of 
Chicago in that 
Hotel. 

In. connection with the Club’s 
22nd Annual Exhibition of Adver- 
ising and Editorial Art, the awards 
Were given in recognition of work 
produced between September 15. 
1953 and September 15, 1954. 


Sarra’s medal award was received 


city’s Sheraton 


for a 75-second commercial pro- 
Jules 
through its advertising agency, Earle 
It stars Dor 
othy Jarnac in a ballet version of 
Miss Average Gal searching for a 


duced for Montenier, Inc. 


Ludgin & Company. 


perfect deodorant. 

Winning one merit award was Pin 
Up Girl, a 60-second commercial 
dramatizing the importance of Pet 
Milk, produced for the Pet Milk 
Company through Gardner Advertis- 
ing Service. 

The other merit award was re- 
ceived for a 60-second film starring 
Duncan Hines extending his recipe 
for cake, This was produced for 
Nebraska Consolidated Mills Com- 
pany——also 


through the Gardner 


agency. 
Brochure on Film and Tape 
Available from Van Praag, N. Y. 


* Van Praag Productions has is- 
sued a new brochure showing sam- 
ples of various kinds of film and 
recording tape. 

Similar in format to a_ booklet 
issued last year on lenses, the new 
brochure uses drawings and tables 
to illustrate various film sizes and 
types, and includes actual clips of 
thirteen different kinds of film used 
in motion picture production. 

Both the film and the lens book- 
lets are a most useful guide for 
business men interested in film pro- 
duction techniques. Write for them 
to Van Praag Productions, 1600 
Broadway. New York 19. 


7 * * 


“Movies for Meetings’ Booklet 
* “Movies for Meetings,” a booklet 
describing 43 free-loan l6mm sound 
motion pictures suitable for clubs, 
industrial plants, church societies 
and other adult community organi 
zations, is available free from As 
sociation Films, 417 Madison Ave.., 
New York 17 

Listed are films relating to travel, 
good grooming. health and safety, 
sports, “do-it-yourself” skills, and a 


series of dramatic documentaries. 


Speech Q, Portable Prompter, 
Runs at Speaker's Own Speed 

* The latest aid to public speaking 
is Speech Q, a portable prompter 
measuring only 8” x 10”. The elec 
trically operated unit ean be placed 
on a lectern and used without the 
audience being aware that the speak- 
er is reading his text, according to 
the manufacturer, Tele Q Corpora 
tion of New York. 

Speech Q rolls a copy of the 
speech line by line before the speak 
er’s eyes at whatever speed he needs 
for easy reading. The speaker regu 
lates the speed with a hand held 
control. If he wishes to skip a para 
graph, he hurries the mechanism to 
the advance pickup point in his 
lines. To make extemporaneous re- 
marks or to meet interruptions, the 
orator can start, stop or reverse the 
machine. 

For best results, a standard bul- 
letin typewriter with a 44” type face 
is recommended for preparing copy 
for Speech Q. Regular teletype paper 
fits the machine. The large type and 
comparatively narrow paper limit 
the word density per line so that it 
can be taken in at a glance, 

The unit operates on AC current. 
It is equipped with a transformer 
to cut down voltage and a converter 
to power a specially designed DC 
motor used to ensure optimum tor 
que at low speeds. The complete 
unit includes a supply of paper, 
editing kit and carrying case. Speech 
a retails for $495.00. Tele () Cor 
poration’s address is 1227 Sixth 


Ave.. New York. 


% 


CominGc Event: The 5Sth Annual 


Production Review: next Feb.. 1955! 


Printers of Distinetive Hot-press 


TYPE TITLES 


Since (721 1938 


a fer FREE tape beat 
Knight Title Service 


Talephone WAthian @-6688 


New York nw Y 
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International Paper's 


nanutacturing operatior | ] yi 


stest film r Ww 


Oe “ 


Paper in the Making: 


(CONTINUED FROM PAGE 41) 
popular everywhere” — and excep- 
tionally popular in schools. 

That the film had hit home was 
indicated by increasing requests for 
International to sponsor another 
film—one on their on capital ob- 
jective-—paper making. These re 
quests, coming from the public and 
the school teachers who had seen 
the conservation film, offered a good 
will translation: “We do not regard 
you as robber-barons. We would 
like to see what you do with th 
Ilrees you grow and chop down.” 

Last fall, International summoned 
Raphael G. Wolff Studios to fill the 
public order. Paper In The Mak 
ing, now completed, is the film 
which will do the job. 

The new film roves out from a 
montage of paper’s many product 
performances to tell a story of forest 
management and 


pa pe r manu 


facture. Echoing the previous con- 
servation film, it shows how Inter 
national grows and encourages 
others to grow trees like a crop. The 


two basic phases of paper making 


COLORSLIDE 


FILMSTRIP 


DUPLICATING 


FRANK HOLMES LABORATORIES 
7619 SUNSET BOULEVARD 
LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F,&S 
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are visualized—the grinding up of 
wood to pulp used for newsprint and 
other types of crude paper and the 
chemical process which turns out 
higher grade paper. 

The Details of Production 

Scenes at the mill show the pulp 
logs being moved from mountains 
of timber to the debarking pros 
esses: 


the logs become chips, the 


chips are pressure-cooked in di 
gesters, which reduce the mass to 


dark 


bleached white. processed on some 


pulp; the pulp is washed, 
of the largest machines in industry. 
The camera angles and turns as hugs 
sweets of white paper form on an 
endless belt of fine copper screen- 
ing fed by pulp and water: as the 
tons of paper rush whiter and drier 
through a gauntlet of rollers: as 
the paper rolls out to be shipped, 
cut or uncut, to the manufacturers 
of paper products to become con 
tainers, packages or (unbleached) 
corrugated items. 

An animated chart exclaims that 
at the turn of the century each per- 
son used 60 pounds of paper an- 
nually, that today it’s almost 400 
pounds per person. Animation also 
simplifies the process story with 
classroom precision. International’s 
constant standards checking, and 
the continuing hunt for new uses 
for paper and new kinds of paper 


are noted in lab sequences. 
Ready-Made Audience Awaiting 
\ popular demand sequel to the 
sponsors first bid for understand- 
ing, Paper In The Making has a 
Beyond the 
service it can do in further cement- 


ready-made audience. 


ing International’s friendship with 


the public in community groups 
and schools, it is expected to be a 
positive aid to the sponsor's sales- 
men. With it they can accompany 
the prospective client on a_ trip 


Wherever the 


sales interview occurs. the salesmen 


through the mill. 
can personally upvolume the com- 
mercial pitch which was purposely 
sotto-voiced in the film. Vd 
Ac'cent International Names 

Brubaker European Sales Mgr. 

® Robert | 
appointed sales manager in Europe 
for Ac’cent 


announced 


Brubaker has been 
International, it was 
recently by J. R. T. 
preside nt of 


Bishop, viee Amino 


Products Division, International 
Minerals & Chemicals Corporation 

Mr. Brubaker’s headquarters for 
Ace’cent International will be in Zu 
rich, Switzerland. He comes to the 
from Encyclopadia Bri- 
Wilmette. 


where he had been director of over 
1916 


company 


lannica Films, Illinois, 


seas relations since 


1954 





serateh removal 


COSTS LESS THAN YOU THINK! 


Films are couriers of goodwill for your company—whatever 
their message. Scratched, dirty film prints not only dim your 
message but deliver an unwanted message of their own—that 
you are careless of your company’s prestige. You'd be surprised 
how little it costs to keep up appearances. A short vacation with 


us gives your films a new appearance, a new life 


Our exclusive RAPIDWELD process chemically reconditions 


film so that imperfections like scratches, “rain”, 
brittleness disappear—your film looks like new! 


oil-stains and 


Why not join the scores of Business Screen readers* who regu 
larly send us their precious originals, negatives and prints se 
cure in the knowledge that they will receive our prompt, meticu 


lous treatment and expert care—for only pennies per foot 


lo list only a few: Aetna Life, Bell Telephone, Am. Medical 
Assn., Nat. Audubon Soc., RCA-TV, ¢ BS-TV, ABC-TV, Ziv rv, 
Aleoa, Am. Can, Am. Cyanamid, Ford Motor, Gen. Electric, 
IBM, Pan Am. Airways, United Airlines, E. I. duPont, U. 5 
Steel, Penn. Water & Power, Swift, Ansco, Eastman Kodak, 
George W. Colburn Lab., Ace Film Lab., Caravel Films, Color 
Service, Jam Handy Org., Mecca Film Lab., Precision Film Lab., 
Sarra, Transfilm, Warner Bros., United Artists, Paramount 


16 and 35 mm 


ORIGINALS e NEGATIVES ¢ KODACHROMES e PRINTS 


RAPID FILM TECHNIQUE, INC. 
established 1939 


21 West 46th Street e New York 36, N. Y. e JU 2-2446 

















Yew! 3) AUTOMATIC SELECTROSLIDE! 








The AUTOMATIC SELECTROSLIDE for 48 Realist, Revere, or 
Eastman size pictures, mounted in 2’'x2” slides can be pro- 
jected automatically or by remote control. For exhibits the 
Stereo Selectroslide can be synchronized with sound with the 
Ekotape £207. Any model 300 Selectroslide can be converted 
into a Stereo Selectroslide in a few minutes by interchanging 
the optical unit. 


Tuformation 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 











HANS TIESLER 


Loucks & Norling Studios 
Names Tiesler a Vice President 

° Hans liesler has elected 
vice president and a director olf 
Loucks & Norling Studios, Inc., of 
New York. He replaces Will Mar 


cus who has resigned his executive 


been 


position but retains his connection 
with the company on a consulting 
hasis 


has been ils 


Diesler 


producer at the 


past three years 
ociate 
which industrial 


studio produce ‘ 


motion pictures and films for tele 
In hi 


centrate on production planning and 


Vision new job he will con 
the preparation of story treatments 

bilm writer, editor and producer 
assignments have been handled by 
entered the motion 
industry in 1926. Befor 


coming to Loucks & Norling, he wa 


issociated with Audio Pictures, Lid 


‘T iesler sine he 


pu lure 


of Toronto, Canada 


Cooper Named Vice President 
By Directors of Florez, Inc. 

* The choice of J. R. Cooper as vice 
president of Florez, Incorporated 
board of directors was 


(,enaro ¥ 


by the fire 
announced hy blorez, 
presiden 


firm of specialists in audio-visual 


( ooper has served the 
training and merchandising for nine 
years as photographer, photographi 
director and production manager 
In his new capacity he will continu 
as the company’s general produc 
tion anager, 

Cooper was associated with Briggs 
and Gen 


before 


Manufacturing Company 
eral Motors 


pouring Florez Ine. 


Photographic 


Sable Joins Kling in Chicago 
® Robert Sable 


has joined the 


a veteran camera 
staff of Kling 
Film Productions in Chicago. He is 


American Society 


man 


a member of the 
of Cinematographers and a mem 
ber of the Society of Motion Pictur 


and Television Engineers 


People » 


ato Pictures 


News of Staff Appointments Among the Producers 


MANHATTAN NOTES 


* RKO Pathe. Inc. has moved its 
olhices to 1170 Avenue of the Ameri 
cas in New York The company 
it 625 Madison Ave.. will 


occupy pace 


formerly 
idjacent to the home 
ollices of RKO Radio Pictures. Pro 
duction operations will continue at 
the RKO Pathe Studios at 105 East 
106th Street 


* (,eora \ 
pointed 


Ottine has been ap 


manager of Transfilm In 
corpo! ited’s animation departme nt. 
Hi was 


formerly supervisor of TV 


| ranshiilm 


Reichbart has 


joined 


Robert Lawrence Productions. In 
as a production coordinator. She 
was formerly with MPO Produ 
tions as an editor 

® Herbert Dudley Hale. an execu 
tive and writer for RKO Pathe, Ine.. 
died suddenly last month. Mr. Hale 
was producer of the documentary 
This Is 
his death was working on a film. 
Cruise Control for Jet Aircraft, for 
the U. S. Air Force. 


¢ lo better 


film series, {merica, and at 


clients in the 
North Jersey John F. Ward 
Associate Productions. 26 Cliff St.. 
New York, has taken additional of 
fice and production space at 741 


Broad St., Newark, N.J 


serve 


irea, 


ever 
think 
of 
this? 


The most versatile color laboratory 


n town has good news for 16mm color producers! 


By adopting the 35mm neg. pos. proc- 


ess, color reduction prints of sparkling 


fidelity are available with opticals, in 


me, at a bonus value that is surprising. 


to make this revolutionary tech- 


nique \Yeflect itself for you in quality, 


in speed and 


in your production budget. 


Color Service CO., inc 


115 W. 45th ST.. NEW YORK, N.Y 


BUSINESS 


‘. 
W. ROBERT WOODBURN 
new Detroit sales executive 


Van Praag Expands Operations; 
Opens Detroit Branch Office 

* To keep abreast of its widening 
production requirements in televi 
sion, industrial and program films, 
Productions of New 


has opened a 


Van Praag 
York City branch 
office in Detroit at 2301 Dime Bldg. 
Additional ofhces are being planned 
for Chicago and Los Angeles with 
in the next six months. 

William Van Praag, president, 
has appointed W. Robert Woodburn 
vice-president in charge of the Dy 
troit office. Mr. Woodburn has been 
producer, director and writer for 
over 200 industrial motion pictures 
and film strips for some of th 


country’s leading industrial film 
producers. 

In line with this general program 
of expansion, the staff of the New 
York oflice has heen 
Mare S. Asch has 
to executive vice president from 


head of production. Gilbert Wil- 
liams, formerly New York produc 


reorganized. 


been elevated 


lion manager, has been upped to 
director of production, and Sidney 
John Kupfershmid has been pro 
moted to head of the creative de 


Ruth Ratny Joins the Creative 
Staff of Kling Film Productions 
* Rutu Ratny, former Chicago ad 
vertising copywriter, has been as 
to the creative division of 
Kuinc Firm Propuctions, Chicago 


* * * 


signed 


Dutch Producers to Crawley, Ltd. 
* Two Dutch , oducers have been 
added to the sta't of Crawley Films 
Limited, Ottawa, Canada 

Ted de Witt and Gerald Rau 
camp, both formerly with Carillon 


Holland, have 


relations 


Films of produced 
public KLM. 
Phillips Industries and the Dutch 
Theis 


production assignments have taken 


films for 


government. motion picture 
them to more than 20 countries on 


seven continents. 


SCREEN MAGAZINE 











EXECUTIVE NOTES 


William B. Hughes Appointed 
Ansco’s Los Angeles Sales Mgr. 


* William B. Hughes has been ap- 
Los 


Angeles sales district, according to 


pointed manager of Ansco’s 
William Balch, general sales man- 
ager of the film and camera com- 
pany. In his new position, Hughes 
will be responsible for the operation 
of the company’s Los Angeles dis- 
trict offices and warehouses and for 
sales of Ansco films, cameras, photo- 
graphic papers and chemicals in 
parts of California, Nevada 
Arizcna. 


and 


Hughes joined the Ansco organi- 
zation in 1940 and was employed in 
various sales positions in Detroit, 
He 
promoted to sales supervisor for the 


York 


Cleveland, and Chicago. was 


company’s New district in 
1949. 

* . 4 Sd 
Stewart, Summerfield, Marken 
Promoted in TDC Sales Division 
* Robert G. Smith, vice president of 
sales and advertising of Three Di- 
mension Company division of Bell 
& Howell, has announced three new 
executive appointments in the TDC 
sales division: 

John F. 
tional manager of filmstrip projector 
Wes Summerfield—now man- 
ager for tape recorder sales; John 


C. Marken 


vice president of sales and adver- 


Stewart appointed na- 


sales; 


lising. 


Stewart's responsibilities for film 





For |6émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dealers 


Only 
original 
Fiberbilt 
Cases 
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named assistant to the 





strip sales will be in addition to his 
present activities as Eastern sales 
representative, a job he has held 
since 1951. 

Summerfield previously _ per- 
formed administrative functions as 
assistant to the vice president of 
sales and advertising. Prior to join- 
ing TDC, he associated with 
Stemar Technical Manuals, Inc. and 
Press Wireless Mig. Corp. 

Marken started in Bell & Howell's 
order control department in 1946, 
He was made assistant manager in 
1949. In 1954, he 
sales representative for Chicago and 
northern Indiana. Marken now 
transfers to TDC to succeed Sum- 
merfield. 


was 


was appointed 


Sterling Television Names Two 

as Operations, Production V.P.'s 
* Sterling Television Co., Inc., has 
elevated to presi- 
dencies, They are Richard Carl'on. 


two men vice 
as vice president in charge of opera- 
tions, and Hal Tulchin, vice presi- 
dent in charge of production. 

Mr. Carlton has been associated 
with Sterling since 1952 when he 
was made agency sales manager. 
He assumed the post of operations 
manager earlier this year. 

Mr. Tulchin joined Sterling in 
1951. 


cities 


He sery ed in 
the 


1953 was appointed general man 


various capa- 


with and in 


company 


ager. 

° Richard H. Rogers has been ap- 
pointed to the sales staff of Sterl- 
Co., Inc. His 


will consist of the southeastern 


ing Television terri 
tory 
states. Mr. Rogers has previously 
been associated with United World 
Films, Robert Monroe Productions, 


Ziv-TV and Flamingo Films. 


at * ca 


Fairchild Recording Announces 
Two Executive Appointments 

* Two appointments have been an- 
Ray F. 
tive vice president of Fairchild Re- 
cording Equipment Company of 
Whitestone, New York. 

Frank G. Mullins, Jr., has joined 
the company as manager of engi- 
neering and special counsel, Robert 
J. Marshall has been promoted from 
chief engineer to head the recently 
established new products develop- 


nounced by Crews, execu- 


ment group. 
Mullins 
Electronics 


was with the 
of Westing- 
house Electric Corporation in Balti- 


Maryland. His 


background in the development and 


formerly 
Division 
more, extensive 
design of commercial and military 
equipment coupled with past ad- 


of 


projects in these fields will aid in 


ministrative direction major 


the firm’s expansion. 
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YOURS FREE! 
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Kit Contains: 


@ Camel's Hair Brush Bit 
@ Slot-head Screwdriver Bit 
@ Phillips-head Screwdriver Bit 


@ Sturdy, Interchangeable Chuck 
Handle Stores Bits 


...when you buy a Sylvania 
Projection Lamp 


Here's an easy-to-use kit that keeps the proper 
tools for servicing your equipment right at your 
finger tips. Helps keep your projector in A-1 
operating condition for brighter, sharper, more 
life-like screenings. It's a full 59¢ value, and 
worth every penny of it, but it's yours absolutely 
free when you buy a Sylvania Projection Lamp. 
| So order a color-corrected Sylvania Projec- 
tion Lamp for each of your projectors today, 
and get your Projector Service Kits FREE from 
} your Sylvania dealer. But act fast! Supplies are 
limited. There is a complete line of Sylvania 
lamps in all sizes and wattages for all standard 
projectors. 


SYLYV, 


Sylvania Electric Products Inc. 1740 


SYLVANIA — 
“The Projection 

Lamp with the 
Shock Absorber 


- 


“ 
Broadway, N. Y. 19, N. Y. 


* 


In Canada: Sylvania Electric (Canada) Ltd. 


University Tower Bidg., St. Catherine 


St., Montreal, P. Q. 


| LIGHTING ¢ RADIO « ELECTRONICS ¢ TELEVISION 






—* 


For F aoe as 
JACK A. FROST, DEPT B , ae 
234 PIQUETTE AVE | 
Detroit 2, Michigan | Address 
OR CALL DETROIT, TRinity 3-8030 : City 





a 

ogt 
lights 
the nation! 


MOTION PICTURE STUDIO 
THEATRICAL e DISPLAY 
Rental Equipment 


W herever 


need... 


you are whatever you 
in the way of unusual, spe 
cialized lighting, call on Jack Frose' 
For movie-making, 


stage lighting, 


exhibits, conventions . for any 
location requiring exceptional light 
ing, Jack Frost is ready to serve you 
with an unequalled national service 
including complete installation and 
removal wherever you are 


Please send me tull informa 
ation on your rental service 


Zone State 








Three Dimension Co. Offers 
Cases for Stereo Slides 
* A new line of cases designed for 
more orderly storing and carrying 
of stereo slides and stereo viewers 
has been announced by The Thres 
Dimension Company division of 
Bell & Howell Company, Chicago. 
Capable of holding 25 
slides and a TDC Stereo Vivid 
DeLuxe Viewer, the TDC CV2 case 
stores all standard ASA stereo slides 
whether glass or cardboard mount- 
ed, The TDC CV3 holds 100 slides, 
a TDC Stereo Vivid DeLuxe Viewer. 
and two spare batteries. Both cases 


stereo 


are of plywood construction covered 
with brown simulated pigskin and 
tweed, The TDC CV2 is $5.75: the 
CV3 lists for $10.00. 

Two new cases for carrying TD 
Stereo Selectrays also are avail 
able the TDG CST4, carrying three 
Selectrays, each holding 30 stereo 
slides, and a TDC Stereo Vivid 
Viewer; and Model CST8— holding 
up to eight Selectrays with 240 
slides 

For further information write the 
manufacturer at 3512 N. Kostner 
Avenue, Chicago 41, Illinois, 


Berthiot 15mm Wide Angle Lens 
Available for 16mm Cameras 
* A new Berthiot Wide Angle Lens 
is now available for all l6mm cam 
eras, the Camera Specialty Co., Ine., 
of Bronxville, N. Y., has announced 

The Berthiot 15mm lens is factory 
coated and has an [2.8 speed. It 
was designed for all l6mm cameras 
with standard “C” mount Bell & 
Howell, Revere, Ik Jur Keystone, 
Bolex and others. 

This new wide angle lens with a 
click stop diaphram, stops from [2.8 
to £22. 


nition, edge-to-edge 


It is said to have high defi 
sharpness and 
excellent light transmission. It is 
corrected for spherical and chro 
matic aberrations of astigmatism. 

The Berthiot 15mm Wide 
Lens has a chrome mount 
for $38.50. For further 
tion, write to Camera Specialty Co 
Inc., Bronxville 8, N.Y 


Angle 
lt sells 


informa 


New 16mm Recording Camera for 
Scientific and Industrial Use 
® Ercona Camera Corp. is distrib 
ulting a new recording camera made 
in West Germiiny and designed for 
science and industry use, Called the 
Siemens Recording Camera, it con 
secutively numbers each frame and 
takes from five pictures a second up 
to one picture an hour on standard 
1600 individual expos 
made, with shutter 
speeds from 1/30 to 1/150 of a 
second. 
Other 
control on the 24 volt 


l6mm film 


ures may be 


features include 


a spark 


electrical 


NEW 


PRODUCTS 


The Latest in Projection, Production & Recording Equipment 


operation so the camera may be 


used in the presence of explosive 
gases interchangeable lenses up t 
MW) in hes for al 


from 51% inches to infinity 


length: fo« Uslig 


Ferro-Sheen Process As Applied 
to Recording Tapes Described 

* Ferro-Sheen is a process which 
spells improvement in magnetic tape 
according to ORRadio 
Inc., Opelika, Alabama, 


turers of “Irish” brand sound re 


Industries, 


manufac 


cording tapes. 

The Ferro-Sheen process combines 
a new oxide and binder-treatment, 
a new magnetic surface and the new 
du Pont Mylar plastic base together 
hot-melt lamination 


in a prot Ss. 


This process results in strong bond, 





® lé6mm Koda 
chrome enlarged 


to 35mm color 


®35mm filmstrips 





COLOR \ CORPORATION 





245 WEST 55th STREET, N.Y. 19, N.Y. * 


high uniformity of oxide particles 
and a smoother surface, the manu 
facturer says 

Other advantages claimed for the 
process are that it extends frequency 
range hee ause of improved head 
contact, that it reduces head wear 
from 40% to 100% and reduces 
“drop-out” by eliminating nodules 
and agglomerates. 

The first in a series of new tapes 
made by the process is Irish Sound 
Plate Mylar #220. It is recommend- 
ed for applications requiring the 
safeguarding of recorded material 
such as tape masters and program 
storage. It may be used for broad- 
cast remotes and other adverse-con- 
dition tasks 





Let our Tri-Art Color Specialists show you how 
to make prints that will do a better selling job 


® 35mm color release 
prints 


® Kodachrome printing 


PLAZA 7-4580 





For Complete information on Any Phase of Color Or 
Black & White Printing Fill in Coupon and Mail. 


Tri-Art Color Corp. 


245 West 55th Street, New York 19, N. Y 


Gentlemen: 


Please send me more information on 


Name 
Address 
City & Zone 


Strip Printer, Diafix 35, Takes 
Paper Prints, Film Positives 

* A new 35mm strip printer, the 
Diafix 35, has been announced by 
Burke and James, Inc., Chicago 
manufacturers and distributors of 
photographic apparatus and sup- 
plies. 

The Diafix may be used for both 
perforated 35mm paper prints and 
35mm film positives. The photo lab 
tool features a manually operated 
tooth geared arrangement for the 
advancement of the film and pape: 
in a smooth metal channel. Exposure 
is made in the dark room under an 
enlarger light. The sensitive paper is 
fed from a closed metal cassette and 
onto the metal channel. A covering 
mask for pictures other than the 
24 x 36mm size is included. The 
printer is listed at $21.00. 

Burke and James, Inc., is located 
at 321 S. Wabash Ave., Chicago 4, 
I). 


* . * 


Pocket Camera, Recorder Make 
On-the-Spot Evidence Easy 

* Inconspicuously armed with new 
undersized 


photo and recording 


equipment, today’s salesman o1 
market researcher can function as 
a one-man audio-visual department. 

The most recent of the pocketable 
products is Minox, a 


miniature camera developed orig- 


gold plate 


inally for espionage. The camera, 
which may be tucked away like a 
cigarette lighter, measures | x 3 x x 
inches. It features an £:3.5 15mm 
focal length lens and has a focusing 
of range from 8 inches to infinity. 
It has automatic parallax correction 
at all distances and 11 shutter 
speeds from ly, second to 1/1000 
of a second. The unit also features 
built-in green and orange filters. 
Traveling with the Minox camera 
and the recently introduced Mini- 
fon, a pocket-size recorder, the 
collect 
sound 


salesman can 
sight and 


on-the-spot 
from 
customers to be used in promotion 
or company sales training. Minifon 
listens unseen inside the carrier's 


testimony 


pocket, recording interviews for as 
long as 24, hours. The recordings 
are fully controllable, easy to edit, 
erase. The candid ear works on 
battery or AC and plays back 
through its own headphones or any 
radio speaker. 

The Minox camera is protected by 
a leather case and has a gold-plate 
measuring-safety chain. 
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New ‘Scotchtrack’’ laminating equipment now at Capital Film Lab 


Capital Film Labs Installs 
“Scotchtrack"’ Laminating Unit 
* Magnetic sound now rides in 
ease thanks to “Scotchtrack,” a 
new process which laminates a mag- 
netic sound track to motion picture 
film. That was the sonic good news 
being confirmed during the first few 
months of Scotchtrack’s commercial 
use which began late last summer 
when the first two machines used in 
this process were supplied to two 
laboratories by Minnesota Mining 
and Manufacturing Company. 

Capital Film Laboratories, Inc., 
of Washington, D.C., which received 
its machine in August, reported the 
stiiping of between 150,000 and 
200.000 feet for each of the four 
months the machine was in action. 

Scotchtrack is said to differ from 
conventional coating processes in 
three respects: 

(1.) The magnetic sound track is 


Ellis W. D’Arey 
& Associates 


CONSULTANT AND 
DEVELOPMENT ENGINEERS 





Specializing in: 
* Audio-Visual Equipment 
Design and Problems 


* Motion Picture Projection 


*« Magnetic Sound Recording 
and Reproduction 


* Xenon Light Sources for 
Still & Motion Pictures 


Available for Consultation 
on Industrial Audio-Visual 
Procurement & Programming 


| a a a a i i a i a a a 
7045 OSCEOLA AVENUE 


CHICAGO, ILLINOIS 
Phone: NEweastle 10993 





NUMBER 8 «© VOLUME 15 












exceptionally smooth and free from 
surface irregularities since the lam- 


inating tape can be precision coated 


(2.) The oxide used in the process 


is a “high output” formulation giv- 


ing 5 to 12 db more output than * * * 
conventional coated tracks with no 
increase in distortion. In magnetic “Boston: City of Yesterday and Tomorrow’’ 


projectors where hum fields exist 
from the close proximity of the drive 





motor and power transformer, this 


MARTIN 
BOVEY 


TRAVEL 
SPORT 
CONSERVATION 
WILDLIFE 






“To Conserve Our Heritage’’ (Minneapolis-Moline Co.) 
‘= wide widths. First Award ——1954 Boston Film Festival 
Medal Award—freedoms Foundation 


1954 Boston Film Festival 
1954 Cleveland Film Festival 


DOCUMENTARY 


CHELMSFORD 
MASSACHUSETTS 
















increase in output aids in obtaining 








satisfactory recording signal to 


nome ratios, 


(3.) The laminating machine is ANOTHER 





operate. It requires no high tem- 


Nowe: st | gaqg, 
INCREASE 


perature drying ovens, no ventilat- HISTORY! 


ing systems, no pumps or filters, no 
critical coating orifices. 

The laminating tape consists of 
a thin disposable cellophane back- 
ing on which is coated a layer of 
“Scotch” Brand “High Output” 
oxide covered with an additional 
layer of pressure and the tempera- 
ture-sensitive adhesive. The oxide is 
not permanently bonded to the base. 


Applied under heat and pressure Fully automatic Audio- 
visual models, 


to either the base or emulsion side 








THANKS TO SELLING IMPACT OF 


“Prujedtoguaph, 


... the automatic slide projector that 


with syn- 


chronized sound on tape, 


of motion picture film, the tape is priced from $395 


used in any width from 30 mils to 
100 mils. After a “setting” of 8 to 
12 hours, the laminating tape base 
(weed) is stripped from the motion 
picture film and discarded, leaving 
a magnetic track permanently bond- 
ed to the motion picture film. Where 
a balance stripe is desired on the 
film to assure even winding, both a 
100 mil track and a 30 mil track 
are applied, 

The laminating machine consists 
of the pre-coater; the slitter, the 
heater and pressure roller assembly, 


and the humidity cabinet and “strip- 


Fully automatic Visual Models, priced 





selling impact! 


full color slides, 
matically onto 


coat screen, The 
shoppers, in a 


on request.) 


stops traffic... holds interest... 


Over 300% Increase in product sales 
another case history of Projectograph's 


Product uses, dramatically shown by 
were projected auto 
Projectograph's self 
contained, TV-type, translucent Pola 
14 2x2 slides caused 
busy retail store, to 
stop look and buy! Result? Over 
300% sales increase! (Company nam 


You can use visual or audio-visual Pro 
jectographs anywhere, Just plug in! 
Only your imagination and ingenuity 
limits uses in stores and offices at 
trade shows for product demonstra 
tion. Write for detaila today! 


PROJECTOGRAPH CORPORATION 


33 CHURCH STREET, OSHKOSH, WISCONSIN 
























SALES 


tells and sells. 





per.” Two separate drive systems from $169.50. 
are emploved. Wp 
e 1954 





61 


COMMERCIAL PICTURE 
EQUIPMENT, INC. 





Io make your Show 
more Spectacular 


RENT or BUY 


a BIG 


FAST-FOLD 
SCREEN 


MAT-WHITE OR 
EVEN -VU R. P. 
A 


1802 W. Columbia Ave. « Chicago 26, Ill. 





SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 





IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND. 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 











Guidance for Buyers 
of Audio-Visual Tools 


\ FOREWORD TO THE 
1955 EKOLIPMENT REVIEW 


HE INDUSTRIAL OR INSTITUTIONAL buyer of 
feo mere equipment is offered a_ fine 
selection of nationally-known brands of pro- 
jectors, tape recorders, screens and useful acces- 
sories in the 21 pages of detailed information 
compiled by the Editors of BUSINESS SCREEN and 
present with no additional cost to subscribers 
in this 1955 Audio-Visual 


Equipment. 


Annual Review of 


Several important points must be noted. No 
attempt has been made to list every make of 
projector of manufacturing source. Most 
omitted simply do not have nationwide service 


facilities: some are too new to the business. 


Tape Recorders for Field Use Only 
22 additional tape recorder makers could have 
been listed in that section but some of these 
specialize in studio recording equipment; others 
serve the amateur enthusiast. A few make highly- 
specialized tape recorders and in the space avail- 
able we limited coverage to semi-professional, 
all purpose field equipment, The salesman, the 
teacher and trainer were our primary readers. 
In such an effort, even after intensive editorial 
research and manufacturer 


frequent contact, 


catalog verification, etc., errors of omission and 
commission are bound to crop up. All these will 
be promptly corrected in the following issues of 
BUSINESS SCREEN as they are brought to our at- 
tention. The important point to the maker is that, 
without cost or obligation, important buying 
information has been delivered to nearly 9,000 
directly-interested business, government and in- 
stitutional users. 

Service on new equipment is a vital considera- 
tion. But, not for discount considerations, but 
for known quality, durability and for available 


service’ nearest Ahe point of use. Most of these 


“compares have dealers who are members of the 


Nati@inal Atdio-Visual Association, an organiza- 
tion of 
dealers fully equipped to maintain such equip- 


specializing audio-visual equipment 
ment or to get it serviced correctly and swiftly 


when the need arises. 
Here Are Other Specific Points 
If you want to set up some standards for your 
equipment purchases, consider these facts about 
their “end-use” 
|. If the equipment is to be hand-carried ap- 


preciable distances, weight becomes an important 


PROCESS YOUR OWN FILMS 
AND SAVE with BRIDGAMATIC 


The self-contained automatic film processor thot will solve your 
developing problems. it pays for itself! A true one-man lab— 
enyone con operate it. 16mm or 16/35mm for TV stations, Film 
Producers, Photo-finishers, Industrial Producers, Small Labs., Micro 
flimers, ete. Reversal and Color models, standard or custom built 
From $1095 up 

Write for brochure. 


S.0.S. CINEMA SUPPLY CORP. evi. 


602 W. S2nd St. * New York 19, N.Y. * Cable: SOSOUND 


The range of audio-visual tools i: 
this Allis-Chalmers’ photo. 


factor. Most listings carry weight data for your 
information. 

2. If films are to be shown with little time 
for preparation or with no choice as to condi- 
lions of projection, self-contained rear projection 
equipment such as appears on pages 5A and 6A 
may be your answer. 

3. Where conditions of projection are con- 
trollable and extreme portability is not a factor, 
several projectors of the permanent installation 
type recommend themselves. In this case dura- 
ability, light output and amplifier power capacity 
become of importance. A_ hi-fidelity 
speaker system may be indicated for such instal- 
lations. 


major 


When Operating Comparisons Are Required 


Comparative tests are sometimes required by 
rule or law. For this purpose identical prints 
(such as the SMPTE test films) are used and 
comparisons as to picture brightness and sound 
are made by energizing alternately the projectors 
being compared. 

Look for (A) Projected picture quality: does 
it have picture steadiness; sharpness of focus 
over the entire screen; uniformity of light over 
the entire screen? 

(B) When checking sound quality, does the 
voice have intelligibility? The feeling of the 
speaker or music being present is technically 


called “presence.” Does music have a pleasing 


quality, range and freedom from distortion? 
We Renew Pioneer Effort of 1940 


BUSINESS SCREEN originated the first Equip- 
ment Review section of this kind in the entire 
audio-visual field "way back in 1940, 
later we return with the same message: the manu- 
facturer’s integrity and willingness to stand 
behind his product are important in all cases. 


15 years 





FOR SPLICES THAT 
STICK USE 
CRAIG 


Formula #7 
Film Cement 


1 OZ. BOTTLE 40c 
AT PHOTO STORES 
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A CONVENIENT INDEX 
TO THE BUYER’S GUIDE 





e 16mm Motion Picture Equipment 


Optical 16mm Sound Projectors Page 2A 
Magnetic 16mm Sound Projectors Page 4A T E ° f 
Professional 16mm Silent Projectors Page 5A he ditors O 


BUSINESS SCREEN 


present a selection of 


1955 
Audio-Visual 


e Repetitive Motion Picture Equipment 


Continuous and Semi-Automatic Projectors for 
Advertising Displays, Training & Promotional Use 


16mm Motion Picture Projectors Page 5A 
Continuous Slide & Slidefilm Projectors.Page 6A 


Repetitive Tape Accessories Page 7A 


e Sound Slidefilm Projectors 
Pac je 8A 


e Filmstrip and Slide Projectors 


Combination Filmstrip 


and Slide Projectors Page 9A ° ° 
35mm Filmstrip Projectors Page 11A TO} eC 1071], 
2'' x 2" Slide Projectors Page llA 


Tape Recording 
and Related 
Equipment 


e Stereo and Other Projectors, Viewers 
Page 13A 


e Opaque Projectors 
Page 14A 


e Overhead Projectors 
Page >] 4A 


e Tape Recorders and Playbacks inclu din 
(non-studio playbacks largely for field & office use) g 
Page 15A 


Projection Screens 


e Projection Screens 
Page 17A 


and 


e Projection Stands and Tcbles 


Film Handling 


Accessories 











ANNUAL EQUIPMENT REVIEW 


16MM MOTION PICTURE EQUIPMENT 


OPTICAL SOUND PROJECTORS 


Also see: Optical-Magnetic Projectors; 16mm 
Silent Projectors and Repetitive 16mm Projectors 





Ampro Corporation 
2835 North Western Avenue, Chicago 18, Illinois 


Stylist DeLuxe (One Case) 


Lens: 


Speaker: 4 


r: Weight: 
Optional Equip 


ke 


Super-Stylist 10 (One Case) 


Lens: Lamp: 
t pref |: Amplifier: 
Speaker: A 
Weight: Price: 
les: 


Accessor 


Premier 40 (Two Case) 


Lens: 
Lamp: 
Amplifier: 
Speaker: 
Weight: 


>>. 
- \ 
f a (3) 


Price: 


Ampro-Arc 20 


Lamp: 


Amplifier: 


Speaker: | 
Price: 


Other Models: 
icrophorm 
Equipment: 


Accessories: 
Other Optional 





Bell & Howell Company 
7108 McCormick Road, Chicago 45, Illinois 


Filmosound 285-CR Specialist 


(One Case) 


led Lens: 
1 Lamp: tt 
’ Speaker: 
Weight: | 
Optional Equipment: 


Amplifier silt 
Price: 


Lamp: 
Amplifier: 


Other B&H Specialists: 
Other Models: | 


44.9 


Commercial “Jan” (One Case) 


neavy- duty ind/ slient project 

ponent ’ ntained 2 
ipacity; Lens: 7 6; Lamp: 

itt 506 imens itput Amplifier: 

t; Speaker: built-in; Weight: 48 

Price: Optional Equip 

ment: ; 4 f:1.¢ ited 


peaker 


Filmoarc 140-T Filmoarc 140-U (Cabinet Base) 


project j 
vay stand; Lens: BSH 3 
i; Lamp: 3 


ig Amplifier: Lamp: 
Speaker: twit: ysten Amplifier: 


Weight: 


y ste >> Speaker: 
Weight: Price: 
Price: { er 


Other Models: 


Optional Equip 
ment: 





Eastman Kodak Company 
343 State Street, Rochester 4, New York 
Pageant AV:7K2 (One Case) 


Lens: 

Amplifier: 

’. Speaker: 8 ilt int 
Weight: 


Price: $4 Other Models: 


Weight: 
Price: $4 





Special Note: lis 


subject t 
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EASTMAN KODAK: Continued 





Pageant AV-152-S (One Case) 


Sound/silent projection 1riabl silent 
speeds OO. ft. reel tpacity; Lens: 
f Lamp: 750/ 1000-watt 


Amplifier: 
Speaker: 8 uilt 

ips Price: 
Models: AV-152-SE:, (ons 


© arcrtt AC 


I itput, A 
int 1s Weight: 
$455.00. Other 


se); sam e as AV-152-S, except is sound 
nly and has Plus-40 shutte Weight: 
mplete; Price: $455.00 


- 
se 





Pageant Accessories 
Optional Equipment: Lenses: f 
$39.5 Projection Lamps: itt 
$4.1 50-watt $4.50 1000-watt 
$6.05 Protective Cover—$3.2! Micro- 
phones: PA-3 for 7-watt Pageant—$ 
PA-4 for 5-watt Pageant—# lt 
Phono Adapter, P! 

Kodak Model 25 
) leavy-auty sound pr tion with ger 
i fement sound, silent speed 
t tor drives tor geneva move 


nanism r wel e¢ 
ft reel ipacity; Lens: 
f Ektar; Lamp: | watt tungster 
Amplifier: |5-watt AC; Speaker: eithe: 
f two Altec-Lansing divided-network r 


Weight: 





Accessories { 
Lenses: 


Pageant AV-152 (Two Case) 








Movie-Mite 


Address: The Calvin Corporation 
1105 East Truman Road 
Kansas City 6, Missouri 


ite 63LM (One Case) 
t projection for lesk-toy 
er I 1pacity; Lens: 2" f:1.¢ 
ed; Lamp: 300-watt; Amplifier: 4-watt 
>; Speaker: 6" in detachable cas 
ft reel; Weight: 29 lbs.; Price: § 
Accessories: peaker wit 


Movie- 


en 


UUU ft ree 


r 








na/ slie 


icity Lens: : 


peeds it. re ipa 
f:1.¢ Lamp: 50/1000-watt; Amplifier: 
5-watt ty Speaker: 12" Kodak 
eluxe separate Weight: 56 lbs 
mplete; Price: $53 Other Models: 
AV-152-E (tw 1 me as AV-157 
except is sound nly and has Plus-4 
hutier; Welehe St Reet RCA Junior 400 (One Case) 
$53 0 : ind/silent projectior rut wind 
ipa irive rotary 


i shutter; Lens: f:1.€ ited field 
ittener; Lamp: O0-watt; Amplifier: 

1 . Speaker: 8" in detachable 
Weight: Price: 


D4 


Other Models: 4 


Kodak Model 25 Arc 


ind lent ea 


rat 
ite 


Ektar; Lamp: 4 





y “Lense i 


Amplifier: watt AC; Speak 
om elher of two Altec-Lansing divided Both Junior and Senior ‘4 Model 
etwork reproducing systen Weight: ; fae” Vile ial 
640 Ibs.; Price: $4,380.00 .  eanerneiiiaien ale 


RCA Porto Arc (Five Case) 


nd/silent ; ectior r road-sh 
inent if 
ty; centrifugally operated fire 
feed; Lens: Lamp: 
. ¥ t if pr ] : 


Amplifier: watt A Speaker: 
Weight: 200 |! ( Price: 
ther rs mper pe ition 
k ne RCA } 

tke f ); Magneti I 
» ki tir of A I 
i ¢ I syn int ca 
july id filters t 
; 4 )¢ 


Speakers: Mode! 604! 


Radio Corporation of America 


Audio-Visual Products, Engineering Products Div., Camden, N.J. 





RCA 


fier: 


Other 





} 


t 


Sen 


nt I lor 
pacity elt gear 
itter; Lens: {:1.¢ 
Lamp: 750/ | 
watt AC; Speaker: |0 
Weight: 62% \bs 
Models: 400 Seni 
speaker in det 
ixer it parat 
r microphone 
yback kit; Accessori 


irive 


ir 


Price: | 


ior 400 (Two Case) 


rotary 
1 field 
Ampli 


separate 


bU.Ul 








Forway Corporation 
> 245 West 55th Street, New York 19, New York 


Forway 10-B (One Case) 


exter 


! Lens: 
Lamp: 
Amplifier: |0-wat t AC nvé 
Weight: 4 Price: 


Speaker: & 


Other Models: t 1s¢ flex 
ftle peaker witl : 


ker—3$48 
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REVIEW 


Revere SP-16 (One Case) 


’ 





ext 


Lens: i; Lamp: 
Amplifier: 4 A 
Speaker: | tior 
tact Weight: Price: 







Revere Camera Company 
320 East 21st Street, Chicago 16, Illinois 


16MM OPTICAL SOUND PROJECTORS 





Technical Service, Incorporated 
30865 Five Mile Road, Livonia, Michigan 


TSI-DeVrylite 5 (One Case) 


Lens: I c Inastiqmat 
Lamp: tt; Amplifier: t 
A Speaker: | t-in det 
Weight: Price: $434.0 
Other Models: y lit 


= DeVrylite 15 (One Case) a te case; Prlses 


ia 36) with 
nund/ silent projection; Z2,UU0 ft 1 b ’ irate i5€ Price: 
pacity; Lens: 2" {:1.6 anastiqmat ‘tenes : t I supplied 
1/50/1000 watt; Amplifier: 15-watt A Optical Equip- 
Speakon: 6 built-in (detachable); Weight: t : eVrylite 
tor only); Price: $4 tt t ter amplifier Price: 
Other Modole. eVrylite 15 (Dua 186 





Victor Animatograph Corporation 
Davenport, lowa 


Classmate 4 (One Case) 
oe in ; eile nit , 
ree Iipacity tip rewind 
tipped paw 5 legres wing-ou 
Lamp: 750-watt; Amplifier: 4 watt 
DC, Speaker: 4% val tor 
Weight: Ibs. ( ector only 
(speaker); Price: Other Models: 
ame « ept wit " ik ‘ rate 


1B 54 


Amplifier: |0-watt 
va top-mounted 


tor only | lbs 
Other Models: 


irate 


Sovereign 25 (Two Cases) 


ound/ silent/still; 2,000 ft ree 1 Optional 
linger-tip rewind; sapphire-tipped | 

180 degree swing-out lens; Lens: 

flat-field vated; Lamp: | 
Amplifier: vatt AC; Speaker: 
eparatk Ime hig jain mike 
input Weight: 64 li 

$565.00; Optional Equipment 


with storage tor it re 


Victor 1600 Arc gooey Case) 


ind/s 


Lamp: 

—— 
Speaker: Alni 
Price: 
tional Equipment: t 


Lansing 
saker for 


16MM MAGNETIC SOUND PROJECTORS 





16mm Equipment for Magnetic 
Film Recording & Projection 


Ampro 477-R (One Case) 


ratt;. Amplifier: 
built int Weight: 


sheds Ampro 477 pore Cane) 
rox Sound/silent opti igne recording 
’ md projex tic n; magnetic film playback, 


rase; 2,000 ft reel 1 ity tuto. re 
wind; button for stills; straight line 
threading; Lens: 2” £:1.6 coated; Lamp: 
750/ 1000-watt a 15-watt AC 
Speaker: 12” ermanent magneti 
Weight: 106 $945.00. Equipped 
with ronous r—$1,095; Option- 
al Equipment: hi-fi wdoid ynamic 
mike ry: headphone; three-speed 


n-toak 


i; Lens: 
f helica Lamp: 
Amplifier: |0-wa ; ao apanec 
Weight: 4 ! 
for singl r 


Price: $734.00; Other Models: 


Bell & Howell 
Electronic Mixer 


Optional ae ge Electronic Mixer and 
V ime C nt : bl 
plugs int 
ing earph 
recording; 
rom 115 

ina ft 


400 (Two Case) 


vind 1g ils sO! 

Lens: 2” {:1.6 heli 
ing field flattener; Lamp: 750/ 100( 
“Amplifier: t AC; Speaker: 
Weight: 8 
Other Models: 
Accessories: Sy: 





Victor Magnesound 


ignetic mixer 
Victor 16r 


1 inputs tor m 
1y be mixed with musi 
sound drum 
ical sound 
mplilier, proje 
separate 
r silent 


Weight 8 lbs 
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PROFESSIONAL 16MM SILENT PROJECTORS | Kodascope Analyst (One Case) sontol, Price: $240.00; including case 








1 siler n for close analysis, 
study on Kodak Day-View screen 

. 4 Y ol 

B & H 273 (One Case) te part); 400 ft rpacity 
. 

y A eparate 
iomm silent projection; reverse and still rf nd t 

r ecti 400 ft re i y wel y ‘ te 
| film protected by satfe-lock sf kets r instant reversals: fast-slow speed 
straight-lir ptical system; ree S ntrol; framing; power rewind; Lens: 
nt plate die-cast as a unit; sprir t f:1. umenized Ektanon; Lamp: 
Sensy ewind—! le swit watt Weight: : lbs.; Price: 

ns: f: 1.€ i; Lamp: tt 


$295.0 Optional Equipment: |000-watt 
mp; 1% 3, 4° lenses; Other Models: 
Kodascope Royal: similar to Analyst but 
normal filming nditions: 105-125 


tage A i rheostat motor 











f ilent ion 1 still pi pr 
‘ Al ‘ I 1 it rhe ¢ it 
, 4 t 0 t frames per se 
‘ ‘ ‘ id forward speed; 18 frames per se 
; i stant reversé single switch) 
~ wind lubrimati oi system 
7 y k per tting film shoes; sapphire-tipped 
1 ts 5-60 cycle; AC/D 
Lens: f: 1. , Lens: “ ree swing-out — 1S0/ 
= . 3 
Lamp: 1 Weight: F &: rice: $21 Optional Equip 
. ment: | 1 ler vers 
Price j 
' 
Self-contained portable units 16MM MOTION PICTURE PROJECTORS Also see continuous slide 
for display and training use projection equipment section 
0 pe TSI D-2 Suitcase ema 
Amprosound “Repeater 
ites modified TSI-DeVrylite mech 
} 16mm motion picture sound } miemn 4 ; =: ft (n > . 
+ Sry dese en “hs <a mism proje 800 ft (magazine capac. 
P Eib = LANOE (UGRSIUCEY SCHOSH; BOW ity) film on 135 sq. in. built-in translucent 
continuous loop of 4 ft. sound film en f n separate screen 2000 ft 
repeat showings without rewinding or r reel ipacity rut rewind sound 
threading ne showing to li I silent lor; black/white; input for mike 
tw agg on-off volume; io it p “ ind phono; Dimensions: 12" x 22” x 12”; 
ord lilm engages 3 spro ket holes for Lens: {:1.6 ‘ oated for standard pro 
safe feed; Case Dimensions: 22’ x 15" x ection, {:2.0 % oated for self-con 
8” closed; _Lamp: 300-watt; Amplifier: tained projection; Lamp: 750/1000-watt 
4 rayd AC/DC; Weight: 36 lbs.; Price AC/DC; Weight: 43 lbs.; Price: $630.00 
9020.01 Optional Equipment: |000' ft magazine 
S10 00 
TSI H-Suitcase 
Busch Cinesalesman é . 
Incorporates Bell & Howell 28 mech 
. wm te oje 00 ft (magazine cap« 
Jses an Eastman projector basis te op inism to pr t 800 ft (magazin ipaci 
‘ on ty) film on !35 sq. in. built-in translucent 
erate a power-driven ntinuous film \creen or on separate screen; 2000 ft 
irtridges with 800 ft film capacity, color reel capacity; auto, rewind; sd/si; color 
3 black/white; runs up to 22 min. sound, w; input for mike and phono; Dimen 
. ‘ be / ] ' 1 
32 min. silent before repeat; works with | slonss lo x 2d xi Lens: 1.6 
a TV" : - 13” ¢ mated for standard projection; [:2.0 % 
— an inate aU zie =6ans oated for self-contained projection 
lucent; Dimensions: |2" x 14" x 2! se; | Lamp: 750/1000-watt; AC; Weight: 4! 
Lamp: 750-watt; Amplifier: 7-watt; AC/ | bs.; Price: $660.00. Optional Equipment: 
DC; Speaker: 6° builtin; Weight: 40 | 00 ft magazine—$10.00 
nem 
bs.; Price: $575.0 ome 
Other Models: Model “T” Suitcase, simi 
ir t H except incorporates modified 
: > TSI M Moviematic se 4 Howell 202 CW optical magneti 
ttes be a f 6 t . adie , aon R ae re . / 5 
P wn = Oe tee aimee todified Movie-Mite raing echanism ras n magna 
lor ntin J J . triped single periorated file only 
peated by h-buttor jaylight mism to project 400’ (magazine tpacity A, ~» 
ee ae ee P ntis nity ye ‘ Weight: lbs.; Price: $876 Model 
ectior sou HE REE OEE lc CO eC 7s pene rgy 3 Abe — “T2” Suitcase, scme as Mode on 
or ti een; | ts |  / whit wslucent screer Dimensions: ¥ ee: maggie nage joul 
f silent / sound la x20 Lamp: want AC Price: $8¢ 
ned unit; portable; | lifyir y Weight: Price: $39 Other 
echani m inspect f t Models: M8, 8 ft izine ity 
, x . 


Dimensions: x x 
Weight: } Price: $4 


endiess tim u Lens: {:! ried 
Lamp: | watt; AC; Price Range: $88 
to $14 n a variety of models er 





Attachments for 
Continuous Film Feed 





Automagraph Servofilm 


film feeding device 


Principal Sources of 16mm Repetitive Projectors 


Amprosound: The Ampr orporatior Triangle Continuous Pr tor f t ike 
Yhicago, Illinoi ikton St., Skokie, Ilir { 





Busch Film & Equipment Company Technical Service, Incorporated, 


ws Michia 
ulh ~friam ls ©agi I 


ANNUAL EQUIPMENT REVIEW 


REPETITIVE PROJECTION EQUIPMENT 





Continuous Film Attachments: volt 
Weight: Price: 


lriven turnta 


Busch CineSalesReel 


ent ! 


Television Associates TA-26 


ter 


Dimensions: §& 
Accessories: 





CONTINUOUS SLIDE PROJECTORS 
FOR FLOOR AND COUNTER DISPLAYS 


) 


Projecting x 2° and Larger Including 


Admatic Model K 


For display projection of 

olor siides 1 seli-contal 
tutomatic slide projector whict 
10 slides in continuous sequence 

play in trade shows nventions 
functions under almost any lightin 
litions; new picture appears on 

every 7% seconds; Dimensions: s 

ft OY high, width 28 lepth 
Screen Size: 16° x 23 Lamp: 

100 hour; AC; Weight: 160 lbs 

m casters for easy vement Price 
$375.00 (cabinet included); Other Models: 


1utomatl o\ with 








so 2a a 
Mid. by irwai 
Chicago Avenue, Evanstor 


Distributed by: Admatic Pr 
West Hubbard 5St., Chicag 











18es 


i; Dimensions: 


without. 28 
/DC; Weight: 16: 
Price: $39 0 with tbine $3] 

net. Other Models: AU pr 


Lamp: 


r 
+ £9 { 
eIivd 


itt lamp—$333 


Bausch & Lomb Optical Co., Ff 


x 


Genarco, Inc. 
Genarco Model SP.1 


it filter; Dimensions: 
x 16" x Lamp: 3 A 
Weight: Price: $9 
Genarco, Inc., 97-04 Sutphir 


N ; 
Nwew f rk 


sions: 16° x 12” x 
ibinet included, 


Other Models: AC/DC 


Harwald “Shopper Stopper” translucent; Weight: 


e-trame Jomm filmstrip loo; 
frar Timing Interval: 
Capacity: 18 frames 


econds pe model with up to 150 fran 
Lamp: watt, AC 


ne capacity 
Screen: 8” x 10 remote control. (Harwald Co.) 





Projectograph Corporation, Oshkosh, Wisconsin 


Projectograph 1750 


For projection of standard 

olor or black/white slides—f 
holding 14 slides; disks for ; 

r metal mounts; synch 

lisk every 6 seconds 

ord; Screen Size: 11" x15 I 


Tel-o-vision, self-contained 


Dimensions: 
height: 19"; width 1BY2 jepth 

Lens: coated, color corrected 

ondenser; Lamp: 10-volt 

AC; Weight: 37 |bs.; Price: 


Projectograph 1850 W Console 

For projection of standar ymim 2" x 7 

fr Pi 

slides; disks for paper 

ints; synch 
onds 
permanent 

base; Screen Size: | | 


‘ 


xt vision sell 


r ia 
Dimensions: height: 48% 

lepth: / Lens: tted, color 
Lamp: | 
Weight: 90 lbs 


ispheri ‘ondenser 
impere 
$: UL 


Projectograph 1675 AV Duo 


Audio-visual projection of 2" x 2" slides 
from 14 slide Pic-Disk synchronized with 
Ekotape magnetic tape recorder—record 
ing at 3%" or 742" per second; remote 
Screen Size: 
Dimensions: (projector) height 
16"; width: 1342" depth: 1542"; (recorder 
ight: 12”; width 14 lepth 

Lens: coated, color corrected; Lamp: 

volt, 7.5 ampere; AC; Weight: (projector) 
’ Price: $479.00 


ntrol ord 
8 x 1) 


portable 


lbs; (recorder) 35 lbs 





Other Models: 1650: portable, without 
t > rex $169.50; 1650 W mak cabinet 
Also See Advertisements = : . =: 


(silent): $189.50 16S! WV vertica 


7 
1y advertisements of many key firms slides (silent): $189.50; also av _ port 
his section furnish additional ible anc console models: $495.00 and 

nd new features $565.00, Accessories: Pic-Disks ise 
vers; lamps, tape, screen replacements 
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Continuous Slides: 
Revere Model 888 


Sr ? 





ection of al 


im 828 slides—par 





11; 3 operations 
sitioning and proje 
tomat to vary view 
e control; manual—individual sele 
holds 40 slides 
I lows single-frame ster 
slide projection; Dimensions: 13" x9" x 
8 Lens: 5” £:3.5, fade 
scope knol 





semi-d 


essary; s! 
I yeared tilt; Lamp: 
500-watt; Weight: 13 lbs. Price: $119.50 
Other Models: 444: 4-slide carrier 


pointer 


SUU 
1s€ $69.5 stere “ 


$18.5 0. Revere Camera Co., Chicago. 


Spindler & Sauppe, 2201 Beverly Blvd., 
Los Angeles 4, Calif. 


Selectroslide Junior 


1 lreaqcy nh WT Siice 
n9s nds; Dimensions: dia 
ight, 9 Lens: I foca 
t watt; AC; Weight: 

lbs.; Price: $29 1se—$24 





\ n I 
r ual r 
ides r synchroniz 
ens mount for use of 
nses; Dimensions: |7" x | | 
10 f 11 lengths 
100 ¢t L\U0U0-watt; blower 


Weight: 32'2 lbs.; Price (with 
83.00. Other Models: according 





Other Models: both Standard and Junior 


isplay I ts without nange; slides showr 
t high, 17". x 17" screen, 90 lbs.; small: 3 ft high x reen, 2¢ 
Selectrovision 300A 
j tr ide t 
x ide I 
tun iir t 
yu I 
if A 
x nt 
nates 1 x eda I 
mirr A x 





Stereo Selectroslide 





short ! S$; spilt ndensing system pr 

r pictures through 2 42mm {:3 

1 it lenses; Lamp: 750 or 100 
Ww Weight: 25'2 lbs Price: 
5648 


Other 


Models: Standard 
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Viewlex, Inc., 35-01 Queens Bivd., 
Long Island City 1, New York 


Viewmatic 


For projectior | x Silce in ~ “" e 


a 
t nd 4 na ti 
t take Tach.; RCP-3: built 
in timer tor i ft SE viewing time 
tke i h. General Fea 


Lamp: 750-watt; Airjector 

Weight: 63 

¢ RCP-2—$495.00; RCP-3 
$614.50; Accessories: Infinit 


ynchronous'_ electri timer Tachisto 





Wilson Projector Co., 10512 Western Ave., 
Cleveland 11, Ohio 
Sale-O-Matic 24 


tion / 1 t 


ige projector unit slide holder iveyor 
elt; Dimensions: open ith Ya 
jepth : height 1 sed a 


6x24"; Screen Size: 9" x |! jlass 
pl 3-element ndens Lens: 
ted; Lamp: 100/150-watt; 105-120 volt, 
rent; Weight: 35 |! Price: 

Other Models: 40 Slide Sale0 


identical to Mode 





sions: per width leptl 8 
height ; ed 22° x28" x19"; 
Screen Size: x Lamp: 

hour, blower ed 5-120 V 60 


peratior AC; Weight: 65 








Repetitive Message Tape Acc2ssories 
Tape recorder attachments for 
messages 


sontinuous reproduction ol 
music for displays and announcements, et 


Cousino Audio-Vender 


lying n 


igneti tape ntinuously f 
rdings tron 2 minutes to 30 minutes 
n playing time; magazine fits any nd 
ra tape re rder tape is pulled trom 
enter i re tutomatically wour 
n the tside; new lings wipe of 
previous; | ed ! rder sf ile 
hout adapt Prices: B.S 


$39.5( 


Mid. by: ousin 


Avenue, Toled 








ADDITIONAL REPETITIVE TAPI 


ACCESSORIES ON NEXT PAGE 






Repetitive Tape Accessories 





Mini-Music Cartridg 


irtrida 


Mohawk Message Repeater 


one and 

p tape; Z-minute 

rter intervals; 

ewind; werks with elec 

i witches, time 

idapts to p.a. system; Speaker: 

Amplifier: watt output; Fre- 

quency Response: ik 200 to 

5, f y ; Weight: § Price: 
$149 


Accessories: 


ker 


Mid. by: M 


i } 


rf 


SOUND SLIDEFILM PROJECTORS 


Automatic Projection Corporation 


~~ . as - 
Zo W joth tres Nev rk IN¢ Y ork 


Soundview SAT-43 


Weight: 


Soundview SAT-65F 


pr Lamp: Amplifier: 

Speaker: § {ft extensi i 
tj and 78 r turnt Weight: 

Price: | t 

Optional Equipment: 

rec. for x bantat ick Other Models: 

ranua nly i rted 1 t t 


DuKane Corporation, St. Charles, Illinois 


Micromatic 14A290 


ITy 
Lens: 


Lamp: 
Speaker: 


Amplifier: 


eeaq phon 
Records: 


Weight: 4 


Other Models: |4A 


manual ] $ 


Model 14B147, “30-50” 


l Lens: 4 
Lamp: watt; Amplifier: 8 
Speaker: 6" x9", matched ' 


tea 


transcriy I Records: 


Weight: 4 Price: 


Price: 


DuKane Model 14B145 


iKane 7 


na sil 


DuKane Model 11A240 
a ‘Fast For. 


ward; Rewind: 
7” reel; Inputs: 


built-in 4 Y 


radi 
eight: 


Price: Equip 


Optional 


Engineering & Mig. Co. 
Detroit 1, Michigan 


Illustravox Div. of Electro 


627 West Alexandrine, 


Automatic 300-A 
rn ‘ d 
ll-type 
Lens: 
wer ea 


ed; Lamp: 30 
Amplifier: 6-tube 
pull itput ick for ter 
Speaker: 4° x perm 

Turntable: 1/3 and 

ip to 16"; Weight: 26 lbs 


Model 300-RE 
ntional bell-signal sound slide 
1dvanced by remote 

extension cat 


{il ry 


les; 

it eading receding IF ture 
Lens: tted; Lamp: 300-watt 

! ed; Amplifier: 4+ 1s 

pu itput icK tor external 

Speaker: 4 

Turntable: ind 78 rp phor 

pickup; 1 j f ng I rds; Weight: 
} Price: { 


Manual 150-M Model 


Lamp: 150-watt; Amplifier: 4-tube, push 
pull output I for external speaker; 
Speaker: 4 / perm. magnet; Turn- 
table: 33 | ’ pickur 


needle rds; A 


pull 
eaing 


Optional Equipment: AS 


Kl 
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SOUND SLIDEFILM PROJECTORS 


O. J. McClure Talking Pictures 
1115 W. Washington Blvd., 





i Chicago 7 
McClure Model J 


im s 





McClure Model G 


rips x 1e¢ 
Ips 1 


ing; Lens: 5” {:3 mastigmat lor cor 
rected, coated; Lamp: i blower 

Amplifier: 3tube, 4watt 
Speakers: vy-duty PM ) ft rd 
Records: 1, up t Lf or vel 
Weight: 25% lbs Price: $170. Op- 
tional Equipment: hor f t 





FILMSTRIP AND SLIDE PROJECTORS 


Including Dual-Purpose, 2x2” Slide Projectors, Filmstrip Projectors and Special Accessories 





Viewlex, Inc., 35-01 Queens Blvd., 
Long Island City 1, N. Y. 


Viewtalk Series: WR WHD 


‘ Amplifiers: 
tube, AC Speak- 


x9 watt output; Weights: (with 








l6mm “Animatic’ Slidefilm Projector 
Reducing 35mm standard slidefilm frame dimen 
sions to 16mr the Dunning “Animati 16mr 
pr ctor , mi lates ip t 4( frame 
ntinuous film loo; { visual mate ind 


ptional via disc or tape playback; Lamp: 50( 

vatt blower cooled; AC operation; Price: Model 
A (with remote push buttor nt $198.01 
Model B (both manual and automatic pictur 
hange) $ 10. Extras: Collapsible rear proje 





tion screen (9 x 12") $15.00 
Mid. by: Anson Research C 433 ‘lybourn 
Avenue, North Hollywood, California 











Other Sources: Audio-Master Corp., 17 East 45th St., New York 17, N. Y. Audk 
scope I, up to 12” records, 3-speed, for 150 or 300-watt projector. Audioscope 


ip to 16" re rds, 3-speed for 190 or 300-watt projector. Write for latest prices 





COMBINATION FILMSTRIP & SLIDE PROJECTORS 





American Optical Co., Projector Div., Chelsea 50, Mass. 
Model AO MC 300 


Fer pr x lides i sing 
r jout : ike 
sli ik nu 

ty wri ; 

ing pI er 

i in 

in 


ystem; Lens: f:3 Lamp: 300-watt 
Weight: 9 |b: Price: $9 Ac- 
cessories: carrying cas¢ 3 hoice 








rized cooling; Lens: choice of 3% 
inch coated projection lenses; Lamp: 
0-watt; AC; Weight: 10 lbs. Prices: 5 


lens model: $103.50; 342” lens model 
$112.50; 7” lens model: $122.50; Optional 
: 


Equipment: extra 5 


00-watt bulb. 





, DuKane Corporation, St. Charles, Illinois 
Du Kane Model 576-25 


ry x ide ma jomr 
ing! iY ii 
VI tr pusn 
itt nt r 

y r Ww x y 


Lamp: watt; AC; Weight: 24 
Price: $324.5 Accessories: IIT 
ase; Other Models: 576-30: sar 
576-25 but 500-watt lamp, $ 


7c tar 
4OV 


at c 27 
22244.0U 9/0-31 





tt 


ANNUAL EQUIPMENT REVIEW 


Kane record players; Lens: 5 ited; 























Eastman Kodak Company, Rochester 4, New York 
Kodaslide Signet 500 


For projection ! single-lrame iSmm 
I if x slid f 
I j inte hange { filmat idapter 
ind ide-teeding char F 

I IT ivar filmetriy 

i evel ' 

Aireq ide hanger ! fed 
ingly i tor vy 1 ' 


blower; Lens: Kodak Ektanon {:3.5 or 

Lamp: 500-watt; A Weight: 9'« 

bs.; Prices: {:3.5 lens: $98 f 

Of Accessories: rrying 
Lice tile 





Society for Visual Education, Inc. 
1345 Diversey Parkway, Chicago 14, Illinois 
SVE Model AAA-2 


F tior i Jon in id le 
It striy x i I I 
ip-in threa i te iOckK 
r he ks 1 horizontal or 
pos I ji ; ture } 
en with film movemer nt | 


rier; accepts Airequipt slide changer 
Lens: 5" {:3.5 anastigmat tted; Lamp: 
watt; AC/DC; Weight: 6 lbs 
$80.00; Accessories: carrying cas 
Slip-in’’ Threading kit: $5.00; 3 4”, 





SVE School Master 


‘ 
ion I 


300 
ingle-fra 


Lens: {:3 inastigmat f ected 

Lamp: 300-watt; AC; Weight: lbs.; 

Price: $64.50; Optional Equipment: aut: 
ttic rewind take-uy 4 ide ! 
rrying 5( 








SA 











FILMSTRIP AND SLIDE PROJECTORS Three Dimension Co. 
3512 N. Kostner Ave. 


Society for Visual Education Comb. Models, Cont'd. —— 
Other Models: Sc! Master 500: same featur Master 3 u TDC Model BSC 





watt imp pilus trunion-type elevating ect - ipe 
three-way safety switch; Weight: Price: 584 Ty 
Both mods 1 mur } Airequipt Aut ie nang ; frame filmstrips and 7 x sides jiass 


1enses I rat ira 






SVE Instructor 300 


rying 


Other 









nly, blower ing; Price: 
na — 


x Weight: 










SVE Instructor 500 Viewlex. Inc. 


Long Island City 1, N. Y. 
Viewlex Model V-22C 


ection of 35mm sing] 






Lens: ted; Lamp: 
Weight: Price: 


me filmstrips and x standard and 
intam rat ira paper ind 


inted slides; accepts 






ap Sie eke lll egg PR coagamese SVE Instructor 750 
x2" slides: ntal vertica positions I 

ed; slide rier; filmstrip attachment 
Lens: | f:3.. 1ted 
Lamp: 300-watt AC 


x 



























Lens: ted; Lamp: 
Weight: 16% Price: 


Other Models: 


Viewlex Model V-25C 


Accessories: 


t; Lens: 

1; Lamp: heavy-dut 
ted t Weight: 

Price: 





SVE “International” 


9 Viewlex, Inc. 
a “Wipe” Geeadinn tatin - : Strip-O-Matic Attachment 








Optional Equipment: Siri; Mati 




















ntrol filmstriy 1dv 
i inism for use with Viewlex pr 
tor; Lens: nastigmat ted pushbutton long rd 
Weight: 9 | Price: §/9 Optional Price: $49. is wrying 
Equipment: e $19.9 ! —=—- istoscope; Change-o-matic automatic slide 


SVE mant 


hang 


Models: I r - tors f I 


Standard Projector & Equipment Co. 
106 Touhy Avenus ‘hica 31, Illinoi 


j L, 22411) ! 


Standard Model 750C 
Variable Brilliance 


ident te ve dl: ben Control Attachment 


' a icy tile a - ~s Mid. by: Thre« imension C 3S] N rot 
} powel rd receiver: fan Kostner Ave yhicag 4 l lumitriat 
i Lens: {:3 ited; Lamp: 7! 
t; A Weight: |8 § Price (with TDC Lumitrol 
: ving case): $144.80; Optional Equip 
ment: | er rewind: $12.40 ($8.75 with Variable brilliance ntr for use on any 
ect Other Models: SO00C: sam %" to 2% jiameter projector lens 


wit ‘ watt 
Du vit? I 








Buyer's Note: Your specializing visual i 8e ; 
| ' leaier is a key supplier o! w pages 
id) ina visual tenance 
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35MM FILMSTRIP PROJECTORS | 2°’ X 2°’ SLIDE PROJECTORS 














Also see: Sound Slidefilm Projectors, Combi Also see: Combination Filmstrip and Slide 
nation Filmstrip and Slide Projectors, 2''x2 Projectors, 35mm Filmstrip Projectors, etc. 


AO Skot 





Du Kane Model 9A96 


ff 


projectior x 





ir tr filmstrip pI nt 
th ‘Tr I rder Mode i ne j 
4B145 or 14B147 record players. Remot sitive entering blov 
pushbutton operation with “Syr \ naensing systen 
wink’ film advance; 10 ft pushbutton rar rd index spring loaded 


Projector: modified SVE; Lens: 4 Lens: | {:3.5 tted; Lamp: 300-watt 


Weight: 9 lbs. Price: 


Weight: lbs.; Price: $118.5 $69.50 (illustrated); projector only $44.9! 

Mid. by: DuKane C Optional Equipment: rying 1ses 
: 90, $1 Airequipt Automatic Slide 
inois 4 





SVE Model Q-3 AO Performer 500 
frame { ectior : x r sides 
A with trar nt I !  push-t igh hori 
: push } dir t ide ler I 
Lens: : ) a” £9 tted id pera I i I ing t 
150-watt AC/DC; Weight: : 


jensing yste Lens: | Americote 


€ 


$42.50; Accessories: thre: 
x | sell-supporting ' e 
a AC; Weight: | bs Price $79.50; Op 

tional Equipment: carrying case: $7.5 





Standard “Previewer” 


. " ‘ 
} i f 
its nv 
r A j Kl j t iting 
j t ntr | Lens: Americote 
ighting; viewing of filmstrips Lamp: tt; A Weight: 
penal . ate : ‘ Price: $9 Je] $110.06 
. 1 iff ingles 


Optional Equipment: slide changer; aday 





AO models ve mid. by American Optical C thelsea 50, Mas 





GoldE Manufacturing Co., 
4888 N. Clark St., Chicago 40, Ill. 


TDC Vivid Model MS GoldE All-Purpose 


e filmetrir Project 14° x4 na x ind 
ice (with 1dapters)-—singk ind 
threading 
loubl nstrips 1ouble- blower! led 
idjustment; Lens: 5 Lens: choice of 4 r 5" for 2" x slides 


14 ‘ f for 3% x4 slides; Lamp: 
)00-watt; AC; Weight: 45 lbs.; Price: 


9° wrying se 514.51 ther 


Lamp: 300-watt, blower ed 
Price: $59.75; Accessories: carrying cas« 
$9. 4", € ind 7" lenses; Other Mod. 


els: TI Vivid Mode AS similar 


VGhNabie 


34 inastigmat 





GoldE Chromatic 30 


X 4 slides iutomat) 





ide irrier jutomati peration; retie 
ndensers; blower cooled; Lens: 
ie length Lamp: 300-watt 
ingle contact, 110-120-volt; AC, 60 cycle 
Weight: 8 |bs.; Price (with case): $59.9! 





jle-t ne ftiln pt ion 
> ! threadl tut lraming i 
re holders; tilm retained 
“ 1 ige jlass_ apert 
hion; vertical 5 GoldE Manumatic 
j reverse heavy duty ‘ ) } f 
s: Lenses: {:3.5 coated Regeln ny = , 
7 ‘ 4 Lamp: 00 ICKING WV way slice 


" f Motor Fan: 4 ia 4 biades sing - oe 1 Saray. = Loner 
Weight: 2 \lbs.; Price: $53.25; Op- 
tional Equipment: carrying case; 2° Lux 


tted I 


) {:3 Lamp: 100-watt 
{00TB Yak AC; Weight: 14 |b: Price: 





f ndensing lens for $58.5 rying 186 512.00; Optional 
ide angle pix; tachistoscope; projector Equipment: filmatrig itt cht ent; 3 A 
volt AC, DC r Universal, 25 ind enses Index Aut iti ide 
rent; Other Models: V.4S nange 
x t N N } 
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2”x2" SLIDE PROJECTORS: CONTINUED Vivid Streamliner 500 


of XK 2 
nin 


La Belle Sales Corp. 
Model “33” Automatic 


, 9 iit; Lens: 
I d x rea iy 
inted , Lamp: watt 
. Accessories: carrying $ 
- ‘ ee0 through toy “ea { lenses; Other Models: Strea: 
nagazine hold ») reaay-t ints r s P ? rv ) 
35 glass slides; 9 17, } s 125 reads A -wattiamp, 2/4 X 4 
ounts r 6! 
ooling onvex 
{:3.5 coated 
rected; Lamp: 30( 
Price: (with 
Mid. by: La Belk 
Ww Wisconsin 
Other Models: J 
5” Automati wa \ ; } Automatic: 500-watt ee 
AC, remot trol, turbine blower ’ o~8154.95; Resessesion macarine eae ) Vivid Professional 500 
SL ne CABO: Se igs; Himsirip adapt v4.9 xtra ienses 2 10 9 ar by ren F ojection of 2” x 2” slides—glass and 
trol-Recorder ; f 1¢ t tl r ! 
{:3.! , ! t ard mounts; manual 
irrier; roller-bear 
ire; tilt control 
1-Semimatic changer idapts to film 


Society for Visual Education, Inc. a ect : = ~y be es 5 es a ago 
: 500-watt C ce: $99.00 , 
SVE Skyline 300-B ee 7 | 


els: Vivid Professional 750: 2° x2" pr 

: ection for large | 
watt lamp may 

. ; . blower for AC « 

itor tfety ; 

: Lens: ible specially 

f-4 rrected anastiqmat . Accessories: 

Lamp: tt AC; Weight: 7 lbs both models: $15.0f 

Price: $49.95; Accessories: indard case 

; leluxe e: $12.50; Other Models: 

KY mt A lh 


Vivi is the trade name for Three Dimension Co. 


— 


Vag, 


’ Viewlex. Inc. Models 
—~ Viewlex Model V-5 


a 4 pt 


rn 
IT)-Alrje 


on j 
itdboa ints; trunion-ty | 
Lone: { } i ite ; ote i ~ re i anasti J wa 

mcst it; Lamp: itt; A Weight: A ; $54 Optional Equip- 
Price: $79 Accessories: cas: 3 rrier; Other Mod- 


Lamp: |! tt 


SVE Skyline Deluxe 

ectior f x r sl For projection of 2” x i an 
bantam slides; 4-element ndensing : 
tem; manual twin-action 


built-in tilt; Airjector 
‘ 


Viewlex Model V-33L 


al 


tan; two heavy-duty i-rated switch 

ry witch G : : lamp, motor; Lens: 5” £:3.5 Luxtaz 
Weight: re ; vs lor corrected; Lamp: 0-watt 

Accessories: nd . ms a i tes ©; Price: $59.9 

: Carrying 1s¢ hangs 

i ’ ‘ tutomatic slide hanger 

Mid. by: t jucatior ” 


enses 


Viewlex Model V-3 
Three Dimension Company For projection of 
Vivid Headliner system; manual twit 


{ 


x tandar 


ti Lens: {:3 
= ited r corrected; Lamp: 

Lens: AC; Weight: } bs Price: 
Lamp: Optional Equipment: x 
Price: ie . . *} 


ted 1" 
tt; A Weight: 
Optional Equipment: rying 
pt ense Other Models: | 


’ MA 
Tk wit! nange viditi 


BUSINESS SCREEN 











OTHER PROJECTORS 


STEREO PROJECTORS & VIEWERS 




































= 
slides 


— of 2Y%e" x DY" 4 
for showing of 2%" x 2%" and 3%" x 4 Compco-Triad Stereo 
ecti { ] x 4" standard slides 


Spencer GK Delineascope 





TUly 
M ection of 2" x? Va" x ection of 
4 x4 r slides t tic | i na 
k and f¢ f kr 
si *s; Lens: choice of nt of 
642 1 4" sizes—high speed objectives in ial 
Lamp: watt; AC or DC available ide I 
Weight: 24 3 Price with 1se) front elevation 
$251.0 Optional Equipment: slide 1 Lenses: Mod 
§ rier mnastigmat 
Mid. by: American Opti Lamps: Weight: 2! 
Div., Chelsea 50, Mas Price: { 


: Accessories: Other Mod. 
els: 4 ! ited mnastigmat 
ens 3 1:24.68 tteqd anastigmat 





Mid. by: Compco Corporation, 2251 W. 


te ’ a we: e , St. Paul Avenue, Chicago 47, Illinois. 
tilt tk lingertiy I wel led 
Lens: t f vailable; Lamp: 


1, 1:4 3 1\ 
watt; AC; Weight: 19 lbs.; Price 
ise): $86.50; Optional Equipment: 





Universal Arc Slide Projector 


narily for large audience projection 

) 
4x4 slides idapts t a 
ides; transformer, blower; slide carrier 





feeding mechanism; obje 
» system; illuminates 60 ft wide screen 
25 ft screen in lighted room; Lens: choi 








842" to 20 Lamp: carbon ar 
amperes—7500 lumens 110 volt, 6( 
| 9 lumens; 
ycle AC; Weight: 200 lbs. Price: $800.0 TDC Stereo Vivid 
Optional Eq ip t: lenses 6" to 8 Ferrey : onl a ee ee 
4 jias 10u 


Strong Electric Corp., Toledo 2, Ohio —_ re b 

. Bausch & Lomb nounts and 2” x ho en Ei Biasimalinl 
Speedmatic Model jual projection system, lenses simulta 
ector for advanced training, lal a! aon wee 


ed } viewers req 1; Lenses: twin ! 


Price: $169 $179. with 
Accessories: carrying 


is; Lamp: | 





Mid. by: 


hester New York 





HAND-HELD STEREO VIEWERS 


Sawyer Stereo Viewer 


viewing of stere 10r 

Master eis 

ses; tinger-tiy 

Price: $2.00; 

for se ~with 

uinatior n be 

wereaq by sr 
View-Master 





Sawyer's, Inc., Portland 7, Ore. 





TDC Duo Vivid Viewer 


snowing 


X4 ma 4 6 Ke 4 silaet 


TDC Vivid Deluxe 


t ly 


4 stere — din liar mechanism pproximately hich Lens: } 1 
mp; Batteries: tw 


ses tangular: A rad anda swiitc! 
Lampe Price: § Accessories: S 





lasniigh witch for arrent, — thet id hanger fo 
ks or can be held down; Price: $17.! x idboard tal, glas 
ise for vie wer and 2» slides $4.7 md tay isti proj rward 
Other models: T! tereo Hand Vi I sequences Price: (ir de 
Ye" x 4" stereo slides; Price: $9.75 rh cee fine 
Three Dimension Co., Chicago 41, Ill. j tray 





ing; Lenses: 


Sawyer’s, Inc., Portland 7, Ore. 
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Sawyer View Master 
“Stereo-Matic 500” 


n I -dimensional image 
ter picture reels; projects 
t i ye at 18 ft ne knob ! 18 
ent irtained scene chang 
V | polaroid filters; blower 
ing; thermally isolated light hous 
matched: Lamp: 50 
watt; Price: $169.50; Accessories: carry 
ng ise— $17.51 


J ection { : x 4 tere slice 


y ste x1 ick viewing screen 
Lenses: {:2.4 itched ited 
Lomps: tw } wart 


Price: 44 Accessories: | 


TDC Models mid. by: 





















‘ . Victorlite Industries, Inc. 
OPAQUE PROJECTORS 4117 W. Jefferson Blvd 
Los Angeles 16 


American Optical Company OpaCast Model 


paq 





AO Opaque 1000 


x jazine nev tank rea; I y ‘ isec in lerately 
materia jarkened 1 Lens: ited ana 
k ind nion { ng tw )0-watt—blower i A 

f king Weight: > il without 18¢ Price 

Lens: : 
Lamp: vatt Weight: 
Price: Optional Equip 
ment: tt i nt 





Viewlex, Inc. 


Viewpaque (attachment) 
insforms any Viewlex i f 


ition slide and filmstri; 










Charles Beseler Co., 60 ‘Badger Ave., Newark 8, N. J. 
OA-2 Model 


que 


napsnots ippings 








Price: $14.9 


OVERHEAD PROJECTORS 


Beseler “Junior” VuGraph 
CHARLES BESELER CO 










Weight: 4 
Price Optional Equipment: 
t Other 






















Lens: Acta estar 4 
Lamp: watt; Weight: 
Prices: $160 to $230 depending 


powe rd; Lens: 





f I 1 engt rected | 
jma novement range of 9 Lamp: 
UU watt f Weight: 
Price: a ling | er } 
ries: from $23! to $248 Acces 
sories: | 1-O-.M / x4 
ise; 54 , x j 
ae im 
tet y 
r cord; pr k 
jula Lens: 4 
: ttic; Lamp: 500-watt Weight 
Reduction Attachment Prices: $239 to $2¢ ie 
Beseler Vu-Lyte Opaque V 





For use with Vu-Lyte Opaque projectors: 
Beseler “Master” VuGraph 


ransparen 





+ x 
, ly 
Squibb-Taylor, Inc. , k 
1213 S. Akard St., Dallas 1, Tex nd i 
Taylor “Spotlight” wa inastigmat; 14 
For projection of opaque py f Lamp: )0-wett; Prices: 
ip to th x1 pressul jepending tag ' 
Hiding py tray; spiral elevatior 


ight beam pointer; tracti 

8 } focal lengths; Lamp: | 

AC; Weight 3 bs Price: $24 

Accessories: pointer—$22:! tuto. fe 
$20.00 over $10.61 x 


ection glass —$6.9( 


$4 Optional Equipment: sic 


Mid. by: Charles Besele: 60 Badger 
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Keystone View Company 
Meadville, Pennsylvania 


Keystone Tachistoscope 








vombines Keystone Overhead pr 
ind a flash meter; projector: 2% x 3% 
yperture tor transparent matefiais; pr 
ts 2°x4 intern slides; with at 
tachments x slides singie-irame 
af filmstrips; microscopic slides and 
T slides motor-driven oling 
rt-f s 6% Lamp: 750-1000 





p 


M/T20M! AC/DC; Weight: 18 
Dimensions: 26° x 18 x 18 Price: 





mir mplete details inits 
lor reading, spelling e 
ions short! | nda 





Victorlite Industries, Inc. 
4117 W. Jefferson Blvd. 
Los Angeles 16 


VisualCast “Instructor” 


x 1U projection stage tor transparent 
materials 1lso uses 8 x10 horizontal 
1ilt-in roll attach 
nilitary specifications; rack 
pinion focus; 15" cord; Lens: 14% oat 
od; Lamp: 500-watt; 750 or 1000 may be 
ised; AC; Weight: 25 lbs.; Price: $290 


18) A\ 


r vertical mate?rial; D\ 


ment; meets I 


Wrying 1s€ o3 


$304.0( 


VisualCast “Challenger” 


ision, not itea 
Weight: 
Models: AC/DC type T-C—$294.00; Op- 
tional Equipment: ise; rewind roll at 
ichment x Iq x4 ittach 


toscope iow, high support stands 
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Keystone “Overhead” 

Ye" x 3% iperture for projection 
transparent materi.cis; projects 32 x 
lantern slides; wilt! 





single-tr 
roscopi 
jriven cooling 

Lamp: 750-1000-watt 1M/T20ME 
Weight: 18 |bs.; Dimensions: / 
1s Price: write mfr. for details 


slides 








sliidges and ia 





VisualCast “Traveler” 


x9 yperture for trar encies 


‘ 


ndensing ien rack pinion 


rd; blower; Lens: 14 isior 


tted; Lamp: 500-watt; A Weight: 


bs.; Price (wit! 
i fold down mode 








Lens: short-focus 6% 


iGit 


TAPE RECORDERS 


Ampex Corporation, 934 Charter St., Redwood City, Calif. 


Ampex Model 600 


Speed-Frequency Response: 2 ips 


4 | ps; portable magnetic re 
rder/reproducer; available as full-track 
Nali-track: full-track re rds 3U min n 


r 45 min, on 


‘ 


tape nan 


thir ; track doubles re time 
Fast Forward, Rewind: 90 s« for 1200 
i ry back 

1ds; separate re rd, playback, mike 
input amplifiers ontrois tor mixing 


reel; separate erase, record, pl 


, 
i-Meter 


inputs on tape V independent 
eve! controls; Signal to Noise: over 55 
ib; Weight: 28 |bs.; Price: $545.06 

f-track 


Optional Equipment: ful! or h 





portable 18¢ r unmounted chassis; 50 
r OU cyck peration; low impedance 
Microphone Transformer Kit umplifier 
3} ke ini tching is¢ 


Ampro Corp., Chicago 18, Ill. 
Classic—Model 757A 


Speed-——Frequency Response: 742 ips 
40 to 12,500 cps; 3% ips-—40 to 6,000 
ps; 2 hours dual track at 3% 1 hour 
jual track at 7% Fast Forward, Re 
wind: 72 ips; |20 ips; ele 

ntrols; remote ntrol; electroni tun 
ing eye recording level indicator iut 
cator; Amplifier: 4-stage AC 
Speaker: 6 x9 Inputs: mike, radk 
phono; Signal to Noise: 42 db; Weight: 
40 |lbs.; Price: $257.50 


tromagneti 


selection Kk 





Hi-Fi—Model 757 


Speed—-Frequency Response: ips 


40 to 12,500 cps; 3% ips—40 to 6,000 


ps; 2 hours dual track at 3% 1 hour 

Fast Forward, Re 
wind: 72 ips: | ips; electro mag. con 
level 
Ampili- 
Inputs: 
Signal 
Price: 


electroni tuning eye 
indicator ruto-selectior | ttor 
fier: 4-stage AC; Speaker: 6" x9 
ike, radio-phon tv r remote 
to Noise: 42 db; Weight: 34 lbs 


c 
19.9 





Other Models: Both 757A and Hi-Fi have ‘'T’’ models with radio tuner; Optional 


Equipment: Ampro Tape Recorder-Radio Comt vonsole spkr.; remot ntrol 
monitoring earpnone radio-phon nnection ra; sil Ver 1G] input mixit 
lapte higt jance itput nve ion Kit; mike extension rd 


Columbia-Bell & Howell 355 


Speed: ips Frequency 
Fast For 


ward, Rewind: °% econds for 0 ft 


Response: 50 t ) ycl 


1ua I K j play 
K I ‘ te na ile 

t parat rd 

nd ¢ 6 eads a ete I jra u 
i t it tt tor transport t 








BELL & HOWELI 


L TAPE RECORDERS: CONTINUE! N NEXT PAGI 


Recording tapes are supplied by Audio Devices, Minnesota Mining & 
Mfg. Co., ORRadio Industries and Reeves Soundcraft. See your dealer. 





TAPE RECORDERS AND PLAYBACKS (CONT'D) 





Bell & Howell: Continued 
Specialist Model 

iy ind ‘ Frequency 
Fast For 


Speed: 
Response: 
ward, Rewind: 


7 


pil read 
tons: Speakers: | 


DuKane Corp., St. Charles, IIl. 
Tru-Fidelity, Model 11A200 


Speed—-Frequency Response: 


\ Fast For 
ward, Rewind: f 


Amp 'ifier: Speak 
er: x Inputs: 


Weight Price: 
Other Models: 
Price 


Magnecord, Inc., 1101 S. Kilbourn Ave., Chicago 24, IIl. 
Magnecorder M33 


Speed Frequency Response: 


Speaker: 

Inputs: k 
k Signal to 
Weight: Price 


Noise: 


Other Models: 


Price: | 
n , 


Mohawk Business Machines Corp., 944 Halsey St., Brooklyn, N. Y. 


Mohawk Midgetape 
Recording Speed: k 
: Dimensions: 
Weight: 


Accessories: 


Pentron Corporation 
>». Tripp Ave., Chicag 


Pentron Model CT-1 
Speed—-Frequency Response: 
ps Ma track 
Fast Forward, ‘Rewind: 4 


is: Speaker: 4 
peak Inputs: 
Signal to Noise: 


Pentron Model PB-A2 


Speed—-Frequency Response: 


Playing Time: i 4 ips 
I i k; Fast Forward, Re- 
wind: t rtable, hi-fi playback 


t; Speaker: ( W t: Weight: 
Price: $119 Other Models: 


Pentron Model HT-225 
Speed—Frequency Response: 
ua track 
Fast Forward, Rewind: 
" sitive inter K . t 
s; Speakers: 
‘. Input: . ike 
Signal to 
Price: 


Other Models: |! 


Revere Model T-1100 


Speed—-Frequency Response: 


ir play Rewind and Fast 
Forward: rt ingle ki: 


Speakers: tv 


Weight: 28 Price: (wit! 


S-H Mini 


rr 


Speed: I 
quency Response: 

ed ‘ rd 
with recording amplific Inputs: 
Weight: 3 Price: { 
Models: th: : i 


Signal to Setess 
Viewtape WT, WTD 
Speeds: 


Frequency Response: 


Amplifier: 


’ 


ent; WT Model: 4° x ¢ ; 
‘ jet ’ . 
WTD: ¢& 


BUSINESS SCREEN MAGAZINE 








Webcor 
Bloomingdale 


¢ 
igo 3Y 


tar 





Webcor 2110 


Speed—-Fr quency Response: 





put Jacks: 





Webster Electric Co., Racine, Wisconsin 


Webcor 2020 
Speed—-Frequency Response: 


back 


rwara rewl I 
I im tor; Output, Input 
Jacks: playback plifier or spk: 
rd 1dio, phor recorder! 
Speaker: x PM 


Price: 





Ekotape Cinaudio 207 


Speed—-Frequency Response: 


} J x I f raing f 1a 
Fast Forward: t Fast Rewind: 
y 
x 
| t di 
ICK ior K 
r it{pu ick 
eaker; Power Output: 
Speaker: x PM 
ead! ‘ pl t lant penind KI 
Weight: 36 |! Price: $3 





3; Power Input: 


ANNUAL EQUIPMENT REVIEW 





Webcor 2130 


Speed—-Frequency Response: 


Input Jacks: 


Amplifier: 
Speakers: | 


Price: 





Ekotape 205, 206 


Speed—Frequency Response: 


ial track; portable; Fast Forward: 
Fast Rewind: 


xterr 


j Weight: 
Model 206: 





Specker: x 


TDC Stereotone 
(Model A-130. portab!e): Speed—-Frequen 
cy Response: i t 
i k Fast Forward, Re 
wind: 4 ft. distort i 
t Amplifier: , 
vatt Speaker: 


led Signal to Noise: 
Output Jacks: 


(Models 181, 182, consoles): 


Prices: the A-130; $249 t 181 (dark): 
182 (blond): $2 
Mid. by: T! 


PROJECTION SCREENS 


Commercial Picture Equipment Company 
; 1) 


1802 West Columbia Ave., Chicag 
Sto-A-Way Model a. 
1 WIrINKie-pI ex vala 
6"'x3e Mounting: Bra 
IDletoy nan eyelet tor wa 
Size: 36''x3t Price: $10.9! 





Fast-Fold Model 


7 
nt 
ptically \ pl I 
| 1! interchangeabk n Fast-t 
é Mounting: Lightweight aluminu 
j, folds int pact ry 
t- I 
i 5 x4 Fast-F j 
el dard 
1 x4 
Mat Even Silvr 
White Vu screen 
Size Price Price Price 
4 ¥ 58 { } tT 4 Be 4 RS 
x J 
Da-Lite Screen Company, Inc. 
3 North Pulaski Road, Chicag 
“Jr.” Model 
’ Mounting: D tf 
- 
Size Price Size Price Da-l ite Jr 


























PROJECTION SCREENS = | “2-Way Hilo” Model 
Da-Lite Screens: Continued , —_ mildew and flame-resistant; standard 





tandaara 


“Handy” Model rizontal pictures 
1s slewn. Mount 


Price: $35 
Price: $46.7: 
Price: $54.0( 





n. Accessories: Zipp« 








“B” Model Picture King Model 
Silver King Model 
Portable Tripod Screer 
Mounting: i : " ' t tanguiar size |! l 1 flame-resista 
ibie in hree sizes picture, slidefiln 
Size Price Size Price Mounting: ection; avaliable 1 
f tt Mounting: Tripod 


Size: | 

Size: 84x84 ) st 

Size: «x 9E : $104 Size: 40°'x4 
; Size: 

Accessories: 





Accessories: 7) 


“Comet” Model 


Mounting: 








Size Price ula tul vai 
" { é é t hown. Mounting: 

4 oo t FLOOR STAND 

C Stand 





—~ 


“Versatol” Model 
; Scenic Roller 








Mount 
ing: i t ‘ 





Size Price Size Price t n2 - on . i] oe ‘ ' . po a pi " ae 
Ao xt : , ( , Palh ivailable in 12 sizes. Mounting: 
Size Price Size Price 


x lf 








Accessories: 


®H xift 





YOUR COLOR SLIDES 
AND MOVIES 


Electrol Model 


x14 


Mounting: 





Mounting: 


Size 


4 
2 Xi4 


Size Price 





Accessories: 7 
lepending or 
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eG suriace screer ir 
| c s 36° x 36 per 
tically whe s S$ unrol ed 
egs itr Se pen 
Te € t ' ; 5 istene | 
1se 
Size 6x3 Price: $8.9 














Commodore Model 





. - 
i 
ided ma 
ned Ke 
: r siz Mount 
ing: st IKe nar 
: kel plated 1 
¥ 
Size Price Size Price 
x4 $24.5 37"'x f 
410 x4 6.. yx. 











Optics Mig. Co., 80 E. Jackson Blvd., Chicago 4, IIl. 


Panascope Dimensional Viewer P- 


make or je] project Mounting: 


sions: |2' x lf Price: 


Screen Dimen- 


Knox Mfg. Co., 9350 Grand Ave., Franklin Park, Ill. 


, cumnenenaentiiietin 








a 


Coronet Model 


, 
i1deé 
in ket val 
Mounting: 
ike 
ted 1 
Size Price Size 
x4 ; 
: At x 





Rainbow Model 


rfey 


Mounting: Tri; 


ris } lil e | I ri Ke 
is 
rin k 
Size Price Size 
x4 3 x 
10 x4 ; 
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LT “Thrifty” 


Model 


reen 
t 
ntations 
three ize 
pport 
i sur 
st ik * tretc?r 
te ' 
iy rhe i 
1 chan 


Price: $7.9 




















“KC” DeLuxe C 









Optional Equipment: 





hampion 


1S’ xt 4.9 
f xt 2 
x } 
x/ 20.9 





. 


Classroom Model 


Price: 


Size 


x4 


x 


¥ 





3 l'riy | 


Radiant Manufacturing Corporation 


South Talman, Chicage Illinois 


Aree 


Model 


euing ocreen 


een 


i. Mounting: Wal! br 


Size 
x 
x70 

623° xB4 
4x84 
( 

x 


DELUXE 


Champion 


reenmaster 


reen 


er 
} 


Size 


f xf 











A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


¢ CONNECTICUT « 


Kockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


¢ MASSACHUSETTS ¢ 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


°e NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


°e NEW YORK « 

Association Films, Iue., 347 
Madison, New York 19 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Comprehensive Service Co., 245 
W. 55th St.. New York 19. 

Crawford & Immig & Landis, 
Inc., 265 W. 14th St., New York 
City 11. 

The Jam Handy Organization, 
1775 Broadway, New York. 
Ken Killian Co. Sd. & Vis, Pdts. 

17 New York Ave., Westbury, 
N.Y. 
Mogull, Film and Camera Com- 
any, 112-114 W. 48th St., New 
ork 19, 


8. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


Training Films, Inc., 150 West 
54th St.. New York 19 


United World Films, Inc., 1445 
Park Ave., New York 29. 


Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA « 
The Jam Handy Organization, 
Gateway Center, Pittsburgh 22 
J. P. Lilley & Son, 928 N. 3rd 

St., Harrisburg. 


Lippincott Pictures, Inec., 472° 
Ludlow St., Philadelphia 39. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


* WEST VIRGINIA « 


Haley Audio-Visual Service, 
tox 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A. Charleston 2. 


lb. S. Simpson, 818 Virginia St. 
W., Charleston 2, PH 6-6731. 


SOUTHERN STATES 


* ALABAMA « 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


Lewis M. Stone, Projector Serv- 
ice. “Specialized in 
1409 Ford Ave., Tarrant City 7 
Ala. 


* FLORIDA e 
Norman Laboratories & Studio. 


Arlington Suburb, Jacksonville. 


United World Films, Inc., 1311 
N. E. Bayshore Drive. Miami. 


* GEORGIA e« 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


United World Films, Inc., 287 
lechwood Drive. N. W. Atlanta. 


* LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 To- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Povdras St., New Orleans 13. 


* MISSISSIPPI « 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
st., Jackson 4 


* TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
V ille. 


¢ VIRGINIA « 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


Service. 


* ARKANSAS « 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 
* ILLINOIS ° 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 


South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 

Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


United World Films, Inc., 605 
W. Washington Blvd., Chicago 6. 


¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


* IOWA e 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, lowa. 


* KANSAS-MISSOURI ¢ 


Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


* OHIO « 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 

Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14, 

The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 


¢ CALIFORNIA « 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 





Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


United World Films, Inc., 6608- 
10 Melrose Ave., Los Angeles 36. 


Association Films, Inc., 351 Turk 


St., San Francisco 2, 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA « 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


© OREGON « 


Moore’s Motion Picture Service. 
33 N. W. 9th Ave., Portland 
9, Oregon. 


United World Films, Inc., 5023 
N. E. Sandy Blvd., Portland. 


e TEXAS ¢ 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


Association Films, Inc., 1915 Live 


Oak St., Dallas 1. 


George H. Mitchell Co., 712 N 
Haskell, Dallas 1. 


United World Films, Inc., 2227 


Bryan Street, Dallas. 


© UTAH « 


Deseret Book Company, 4 E. So. 
Temple St., Salt Lake City 10. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


BUSINESS SCREEN MAGAZINE 
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4 am 
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+ -4 
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Mounting: 
Standard Model Senior Model 
. t Size Price Size Price 
Radiant Wide Screen 6's { , ; 
Semi-Portable Screen 
Mounting: cus! j , 6x lf 
Mode!: Size: 6x\lf Price: 
> Other Models: 2 xt ie ‘ Price: $129 1x i Price: Rarweemep oe 
Sie M jal ity, Indiana 
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Size: x4 Price: $|3 nvenient t t Weight: 
40''x4 / Price: 
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ree! valabie i American Products Co. (# Project 
x ina T I ‘ B IT \ N v ' . 
projecus me Cl . Ww. " y A 
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ANNUAL EQUIPMENT REVIEW 












FILM STORAGE AND HANDLING AN IMPORTANT ADDITION 


TO TAPE RECORDERS 
(and Useful Editing Equipment, Projection Pointers, Etc.) RCA VICTOR EXECUTIVE 
STORAGE CABINETS " MODELS SRT-402 & 403 




















Speed-Frequency Response: 54 
Neumade MM-119 Model a a a Sr oe 
(Neumade Products Corp.) : k 
WwW ‘ raing ievei indi J 
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Jack C. Coffey Co.., 
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. Craig Projecto-Editor 
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EDITING TABLES 


“Neulite” Editing Table 
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INTERNATIONAI 


(Metion Prerare Produ 


TELEPHONE ?. © GOK 8454 PHILADELPHIA 38 PENNA 
GRemnwooo 3.4466 


Berndt-Bach, Incorporated 
6900 Romaine Street 
Hollywood 38, California 


Gentlemen 


scien Film Associates The operation of a good camera in the studio can be 
taken for granted But when our camera crew is on 
location, and that location is deep within the humid 
jungles of Yucatan, or high upon some frigid mountain 
uses the peaks; - that is the true test of camera equipment 
When we find our Auricon to continue to operate 


efficiently and with dependability -- no film jams, 
no lost loops, no mechanism failures -- we know 


AURICON ‘Cine-Voice’’ this is THE camera 


And for lip sync in the field, only the Auricon can 
faithfully record an animal's snarl or a native's 


16mm Sou nd-On- Filrm Camera : dialect in stark realism and vivid impact 


. When our very pictures are at stake, we shoot with 
. our Auricon 


Sincerely yours, 
INTERNATIONAL FILM ASSOCIATES 


~ 
Ky Cer 

Roy Zeper 

Director of Photography 


FILM ASSOCIATES 


For Motion sa ae with 



















Roy Zeper, Director of Photography for International Film 
Associates, P.O. Box 9434, Philadelphia 39, Pa., uses the puricon Cameras are sole wit a ) 
Auricon ‘‘Cine-Voice'’ 16mm Sound-On-Film Camera for oe @ HUEr BS Sm oF wre eet 

motion pictures with !MPACT ides ties 


International Film Associates travel the world with Auricon 
producing unusual films of travel, wildlife, archaeology, 
natural resources conservation, civic promotions and public 


relations. BE RNDT-BAC H, INC, 


eB Ba 


SOUND-ON-FILM EQUIPMENT SINCE 1931 as PORTABLE POWER UN SOUND RECORDER 


$1149.50 


6910 Romaine Street, Hollywood 38, Calif. 





J a ” whe Ridin ered thie VISION... 


—the vision of national acceptance—acceptance of the simple idea that pictures make 
things plain—that all things may be made more understandable by the selections of 
the camera—that all tasks may be made easier to learn by seeing the pattern for doing 


the job well, as the projector throws the procedure on the screen, living and vividly 


lighted. 


Leet us resolve to make good pictures. Let us make good our promises—reduce 


them to promises that we can make good. Let us strictly confine all pretenses to the 


stage floor. 


dct we.resalve W keep within the scope of our qualified experience. Let us do only 


those things which we can do truly well. Let us undertake only those responsibili- 


ties which we can carry competently. 


et “us Febolve to co-operate in a tribute to our med- 
ium-of-vision—a tribute which can be rendered only by 
good films economically produced in the spirit of in- 


tegrity, dependability and real craftsmanship. 


Jamison ye dy 
Reprinted by request from 


Business Screen, Issue 8, Volume III, 1941 


ot \ Edison 


Inventor of 


Votion Pictures 





